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THE PROFIT LINE FOR ’39 


Thirty-five models, for every purse and requirement ... every model 
up-to-the-minute in design, to meet the demand for beauty as well as 
utility. Improved construction and exclusive advanced features ... na- 
tionally known-—advantages that presage another successful year ahead 
for BOSS Dealers. 


It will pay you to get the facts about the BOSS Profit Proposition. Write 
today for catalog and prices. 


BOSS OIL STOVES, RANGES, HEATERS ‘cate 
THE HUENEFELD COMPANY... CINCINNATI 
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‘| “T like to trade al 
Bill Johnson's! 





It pays to sell products that please and 


satisfy your customers 


@ Your farmer customers are your 
neighbors. You see them frequently 
—talk with them as friends. You 
have dealt with them possibly for 
years—and you hope to deal with 
them for many more years. 


That is why you are so careful to 
offer only merchandise that you 
know will please and satisfy them— 
products that can be depended upon 
to hold their confidence—and to 
bind their patronage still more 
closely to your store. 


Such are Republic fence, barbed 
wire, steel posts, galvanized roofing 
and other steel products for the 
farm. These famous products are 
widely recognized for their excep- 


tional quality and outstanding value. 
They create good will and build 
confidence, for one reason, because 
they are made to last longer, serve 
better and cost your farmer custom- 
ers less per year of service. 


But there is another reason. Your 
customers know and have faith in 
Republic. They know that Republic 
is one of the world’s largest pro- 
ducers of steel and steel products. 
They know that 


steels and steel products for the farm. 
They know, too, that an Agricultural 
Extension Bureau has been set up— 
and that a Research Fellowship has 
been established at Iowa State College 
—all to help Republic serve agri- 
culture more efficiently. 


The new Republic dealer franchise 
opens the way for you to turn this 
widespread acceptance of Republic 
products to your advantage. It is 
different. It is modern. It will help 
you increase your sales to farmers. 
It will help you make more money. 
Write for the interesting details —today. 





it has invested 
millions of dol- 
lars in special 
plants and 
equipment for 
producing better 












REPUBLIC 
GALVANIZED ROOFING 


REPUBLIC 
STUDDED “Y™ POST 





RePruBsiic 
FARM FENCE 
sae 
REPUBLIC 
CHANNEL POST 


REPUBLIC 
BARBED WIRE 

















A symbol of quality and value 
ém steel products for the farm 


REPUBLIC STEEL CORPORATION 


(WIRE DIVISION) 
7850 South Chicago Ave., Chicago, Ill. 


(General Offices: 
Cleveland, Obio) 
Farm products plants 
at Gadsden, Ala., 
and Chicago, Ill. ane. Vs 


Pal OFF 








HE LOOKS TO YOU 


for friendly counsel concern- 
ing bis farm needs. Don't risk 
losing his confidence. Offer 
him Republic Products — and 
make sure of bis satisfaction. 
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“TO ALL OUR FRIENDS” 


throughout the hardware trade. We take this opportunity 
to extend our sincere wish that you and yours may enjoy 
a merry Christmas, and that the New Year may bring 
you the fullest measure of happiness and good fortune. 


THE YALE & TOWNE MFG. CO. STAMFORD, CONN., U.S.A. 


z Swe 
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FOR YEARS, 
YOUVE SOLD 
REPUBLIC 


STEELS... 
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Many a sled that traveled from your store to some 
Doy’s or girl’s heart last Christmas now glides over the 
snow on runners of Republic steel. 

When manufacturers seek steels that build quality 
into their products and enable them to meet competition in value, they 
come to Republic Steel. 

When you order any of the hardware products listed below, insist that 
your jobber send you Republic Steel products—and 
you'll receive the same high quality. You'll be able to 
offer your customers the same full value available today 
in ranges, washing machines, tools and other products 
made of Republic steels. For further information, write 
Republic Steel Corporation, Cleveland, Ohio. 


REPUBLIC STEEL 


BERGER MANUFACTURING DIVISION - STEEL AND TUBES INC. 
UNION DRAWN STEEL DIVISION - TRUSCON STEEL COMPANY 
NILES STEEL PRODUCTS DIVISION 
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YOU HAVE DONE 
A NOBLE THING 


—YOU RETAILERS WHO 
HAVE SOLD REFRIGERATION 
TO AMERICA! 


Thousands saved yearly by better refrig- 
eration. In one disease alone (enteritis), 
the electrical refrigerator has been called 
a main factor in the death rate drop from 
100 per 100,000 to 13. 


As America Celebrates 
the 25th Anniversary of Electric 
Refrigeration in the Home 


Celebrating the 
25th Anniversary 
of the first 
Home Electric 
Refrigerator, 


a made by Kelvinator 


America eats over twice as much of 
health protecting, body building fresh 
fruits and vegetables . .. shipped from 
all over the world, foods only in demand 
because of home refrigeration. 
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Every ten years, a year of life is added 
through better living conditions. Doc- 
tors credit electrical refrigeration with 
changing America’s eating habits from 
heavy to well-balanced diet. 


Ever-lower prices have brought elec- 
trical refrigeration within the reach of 
every wage-earner. Contrast the cost of 
the first Kelvinator with present prices, 
for a Kelvinator many times more efficient. 





Kelvinator Invites Every Refrigerator Dealer 


in America to Share in the Golden Opportunity 
of the Silver Jubilee 





NEW SILVER JUBILEE KELVINATORS TO BE SHOWN JANUARY 2” 


oDAY, every elegtrical refrigerator 
‘Sie and dealer can be proud 
of the part he’s played in making this 
a finer world. The pictures above tell 
the story of what has happened since, 
in 1914, Kelvinator built the first 
electric refrigerator for the home and 
began this great industry. 


Naturally, you can expect outstand- 
ing models in keeping with the Silver 
Jubilee occasion. These new models 
are completely new—completely re- 
designed—the most beautiful refrig- 
erators built. 


\ new cold-making story will add 
laurels to Kelvinator’s title of Cham- 
pion Ice Maker . . . a new interior set- 
up will put the teeth in any sales talk 


. . anew advertising campaign will 
sell the Jubilee program to the public 
...acampaign planned to start people 
thinking about not just the money 
they can save... but the luxuries they 
canafford...anidealdealer’scampaign. 


This year we expect people to choose 
Kelvinator as their first refrigerator 
... or as their second on trade-ins. 
This year we expect so much because 
the Kelvinator line offers so much. 


We urge you to take advantage of 
this chance of a lifetime—to feature 
on your floor this new line of Silver 
Jubilee models . . . to share the spot- 
light and the profits with us. KEL- 
VINATOR, Division of Nash-Kel- 
vinator Corp., Detroit, Mich. 





Millions of dollars saved yearly on food 
which would otherwise spoil. Electrical 
refrigeration introduced a new and better 
way of marketing and of keeping perish- 


able foods constantly safe. 








ON JANUARY 2ND _ 
A MESSAGE FROM 


Vice-President 
in Charge of Sales for Kelvinator—Division of 
Nash-Kelvinator Corporation 


He will make an announcement 
of vital, personal interest to retail 
salesmen ond to dealers in elec- 
trical appliances. This announce- 
ment will affect the net profits of 

- deelers and will have oa lasting 
influence upon the earning 
power and the business future of 
retail salesmen. 





Hi <tr Glide KEININATOR 


GET IN THE SPOTLIGHT WITH KELVINATOR! 
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SHOP ALL SIX MARKETS JANUARY 
JANUARY 9-21 MARKETS 
1 —Furniture Drapery Exhibit (January 9-20) 
2—Floor Coverings (Sponsored by the Chicago Drapery My aii 2 | 
3—Lamps and Shades ae ae t tional H. 
—fou nternation oOusewares | N C LU S | V E 


4-China, Glass & Pottery and Gifts and Appliance Show, including 
S—15th Semi-annual Curtain & Toys, Games and Wheel Goods. 














VISIT THE NEW NATIONAL HOME BUILDING EXHIBIT 


THE MERCHANDISE MART 


The World’s Biggest Buying Center * Wells Street at the River 


CHICAGO 
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No. 73 Cellar Window Set 
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A step ahead in design! 





HAT’S the verdict of dealers who carry 
National Hardware. This tribute is 
well exemplified by the No. 71 Automatic 
Cellar Window Set, a modern departure 
from the old method of hanging windows 
of this type. The design and the working 
principle allow for adjustment, securely 
holding the window in any desired posi- 
tion, either partly open or fully open. 


National 


CELLAR WINDOW SETS 


are also made in a variety of other styles. Set No. 70 
is provided with No. 600 All-Steel Sash Lock; Set 
No. 72 uses No. 610 Sash Lock; while Set No. 73 is 
supplied with No. 83 Turn Button as a fastener and 
includes one pair of 2’2-inch Butts instead of 2-inch 
Butts as in the other sets. : 

In this modern age your trade is style-conscious and 
will be quick to appreciate the many advantages of 
installing these up-to-date cellar window sets. Your 
stock should include these popular sales leaders; we 
suggest that you write today for full particulars. 


National Manufacturing Co. 
STERLING, ILLINOIS 


National Builders’ Hardware is sold direct to the retail dealer—a 
policy that promotes quality, service and direct selling cooperation. 

















A Company is Known byt 





Let Them Tell You—in Their Own Words—Why They Handle Leonard Electric 
Refrigerators —Why Leonard Dealers Like the Leonard Way _of Doing Business 


{ DEALER, handling many dif- 
ferent articles, might choose some- 


thing less than the best line for a 





particular department of his busi- 


ness and still prosper. 


A distributor, with his merchandising eggs in fewer 
baskets, must select the goods he handles with the 
greatest care. He investigates, studies, compares— 


constantly. 


On the right are listed Leonard’s distributors, 
together with some of the major appliance lines they 
handle. It is significant that these merchandising lead- 
ers should have chosen the Leonard line of electric 
refrigerators. Sound, experienced business men with 
established businesses and ample finances, they could 
pick and choose among the many refrigeration fran- 


chises. They chose Leonard. 





At the start. this choice was probably largely due to 


| 990 Whe [PO Leonanis 





the Leonard refrigerators themselves. Year after year, 
the line has been made up of brilliantly designed, 
soundly engineered, correctly priced models, filled 
with selling features and fitted to the current markets. 
(All this. incidentally, will be true of the 1939 line 


to be shown next month. ) 


But there was something more. For instance. the 


Leonard way of doing business. Hard to put into 





words, but recognized as a real advantage by dis- 
tributors who keep in close touch with dealers and 
their daily problems. Maybe “friendly understanding 
on a personal basis” describes it. Anyhow, dealers 
who have handled Leonard know what we mean. 

We suggest that you have a talk with the Leonard 
distributor in your territory —or his representative — 
before you make any refrigerator decisions for 1939. 
Ask this question, “Why did you take on the Leonard 
line?” Ask about the Leonard way of doing business. 


And— 
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E. S. & E. CO., INC. CE EEE Oe Albany, N.Y. ee So oiccsieekcosnceuses<c ; . Detroit, Mich, PARAMOUNT RADIO SHOP, INC........... Omaha, Nebr. 
r, Zenith Thor Leonard Zenith, Emerson ABC Leonard Majestic Thor Leonard 
ELECTRIC APPLIANCE DISTRIBUTORS . Altoona, Pa. MULLIN FURNITURE CO...............Dodge City, Kans. IE I 5 «5.5 5ivs Sanaumasisxensaiues Paducah, Ky. 
| Stromberg-Carlson Prima Leonard | Philco, Emerson Easy Leonard Majestic Speed Queen Leonard 
NUNN ELECTRIC CO....................... Amarillo, Tex. DELTA HARDWARE CO.. Escanaba, Mich. COHEN FURNITURE CO.................. Peoria, I. 
d Zenith Easy Leonard RCA-Victor Thor & Bendix Leonard Philco-RCA Leonard 
memennnes.  ............ Atlanta, Ga. | J. A. WHITE DISTRIBUTING CO..... Grand Rapids, Mich. MOTOR PARTS CO. _oceeeeess., Philadelphia, Pa. 
RCA Apex ‘Scaoaaa | Zenith Meadows Leonard Stromberg-Carlson Bendix Leonard 
5. BROOME DISTRIBUTING co. Causey Binghamton, N.Y. | Ns 55.05. 650s cube miatacaanenss Harrisburg, Pa. GRAYBAR ELECTRIC CO................ Phoenix, Ariz. 
hilco Leonard | Zenith Thor Leonard asy Leonard 
e nate | UNITED DISTRIBUTING CORP Indi J. A. WILLIAMS CO.. i 
WATTS-NEWSOM Re lls dean ia ham, Ala. | UNITED DISTRIBUTING CORP,......... janapolis, Ind. eeseeess... Pittsburgh, Pa. 
—" E co Easy : —— ss Motorola ABC Leonard Zenith ‘Bendix Leonard 
FEDERAL DISTRIBUTING CO. ..... Kansas City, Mo. CHESSER © AGAR. «.....0. 6 iicscscccecss Portiand, Maine 
ee |e SUPPLY CO........ PE Idaho Zenith Bendix tecnacd RCA-Victor ABC Leonard 
MAYTAG APPLIANCE CO.............. Knoxville, Tenn. ELECTRICAL “ee: INC...... Portland, Ore. 
e J. H. Se. jad ABC ph shee enn Pl Mass. | aytag Estate Leonard Zenith BC Leonard 
| GRAYBAR ELECTRIC CO.............. Los Angeles, Cal. BALLOU, JOHNSON & NICHOLS CO... . Providence, R. |. 
0 eee ee co. > Slama a N.Y. Stewart-Warner Meadows’ Leonard a Bacay ABC Leonard 
STRATTON-TERSTEGGE CO... .. Louisville, Ky. YBAR ELECTRIC CO. -++++.++;.-Richmond, Va. 
= ee Se 00 .5C 7~ mua” = Stromberg-Carlson, Arvin Thor Leonard , Stromberg-Carlson Thor Leonard 
BERAUCAIRE, BGs... oc cc cccccccccee ...Rochester, N. Y. 
ESKEW, SMITH & CANNON .......... Charleston, W. Va. HARRY T. WILSON CO................... Memphis, Tenn. Philco Leonard 
1 Zenith Horton Leonard Majestic Apex Leonard 
MAJOR APPLIANCES, INC Miami, Fl GRAYBAR ELECTRIC CO. clita eine San Francisco, Cal. 
A. K. SUTTON, INC. secccccecccss., Cmmtote, M. C. - , Pra csceccesoecss iami, Florida Stromberg-Carlson Meadows Leonard 
y Philco Eas Leonard RCA-Victor Easy Leonard 
Z y ELECTRIC LAMP & SUPPLY CO. .......... St. Louis, Mo. 
SS Ene rere Chines. | TAVLOS ee meade een See. Zenith Thor Leonard 
Od na. 
: Estate Easy "Leonard | ani UNITED ELECTRIC SUPPLY CO...... Salt Lake City, Utah 
SCHUSTER ELECTRIC CO................ Cincinnati, Ohio | THE —” co. ais caer «nent Minneapolis, Minn. Motorola Easy Leonard 
CA-Victor Bendix Leonard ilco veg Leonard HOUSEHOLD APPLIANCE DIST. ........... Scranton, Pa. 
ARNOLD WHOLESALE CORP. pee Cleveland, Ohio MATHEWS FURNITURE CO............. Montgomery, Ala. Emerson Leonard 
Zenith BC Leonard } Zenith, Philco, Crosley Leonard SEATTLE HARDWARE CO................ Seattle, Wash. 
APPLIANCE DISTRIBUTING CO..... Columbus, Ohio | MeWHORTER, WEAVER CO............., Nashville, Tenn. Zenith ABC Leonard 
Zenith BC Leonard Monarch Easy Leonard CLOUD BROS..... ileaessoennenetts South Bend, Ind. 
E t t Li 
PEASLEE-GAULBERT CORP............ Dallas, Texas | £. 8. LATHAM CO................eceeee Newark, N. J. psa etmemasts Leeman 
RCA-Victor, Emerson Easy Leonard Zenith Bendix Leonard MORRIS a “ teeeeee — N.Y. 
enaix Oonar: 
YORK SUPPLY CO.... wie iii once Dayton, Ohio rs PORTING GOODS CO........ N » N.Y. 
RCA Easy Leonard RCA. Soottty  peewburghs N.Y. | ELECTRIC RANGE & EQUIP. CO............ Toledo, Ohio 
' Estate Leonard 
OE Be IS os b.dcigsndcdcccccsasoese Decatur, If. 00, GR, TES GOT. ..o. ic cccccsccesse New Haven, Conn. 
Philco Easy Leonard Motorola 1900 Leonard eT ae dee INC...... a D.C. 
HENDRIE & BOLTHOFF CO. ...+..... Denver, Colo. RADIO SPECIALTY CORP............... New Orleans, La. VEY’S Wichi ’ 
RCA Bendix “" Leonard Zenith Easy Leonard a pena a i a hte BE one nan 
A. A. SCHNEIDERHAHN CO............ Des Moines, lowa E. B. LATHAM CO..... sescccccccc cs OW VOM, HM. ¥. PERSINGER SUPPLY CO............... Williamson, W. Va. 
Zenith Easy Leonard Zenith Thor Leonard Zenith Thor Leonard 
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IF YOU PREFER, MAIL THIS COUPON TO US 
LEONARD, L-5—14250 Plymouth Road, Detroit, Mich. 
Please send information about 1939 Leonard Electric Refrigerators and 


your dealer proposition. 


We now handle 





MAKE YOUR PLANS 








Signed 


Address 
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Wood's Shovels give 
Greater Value! 








Boost Your Business With 
WOOD’S SHOVELS 


Inch for inch and dollar for dollar, com- 
pare the construction and design of 
Wood's Shovels with any other make 
on the market! You will find that 
Wood’s have extra quality and extra 
features that give extra satisfaction... 
the kind of satisfaction that brings 
shovel users back to your place of 
business for other items. Hardware 
dealers throughout the country have 
proved this fact, and choose Wood’s 
Shovels to boost their business. They 
know the truth of the saying... 


“IF IT’S A WOOD... 
It’s GOOD!” 


WOOD'S “CLOSED-BACK” 
SCOOPS THE FIELD! 








en SHOVEL MAKERS FOR THE WORLD 


@ 


we 






SHOVELS . ° ° SPADES ° ° SCOOPS 
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Merry Christmas! 





Mhat though the world be full of strife 
We'll merry be, and gap; 

And clasp the friendly hand of man 
Gpon this Christmas dap. 
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A new complete line of Electric and Stove 
Crystal Coffee Makers that feature a new 
glass filter rod. 


This patented device allows the coffee to 
come in contact only with glass. It elim- 
inates the fabric of usual coffee filters, 





No. 224, 4 Cups 


No. 226. 6 Gups which unless frequently and thoroughly 

; er 228, 8 ne " cleaned or changed, produce a rancid and 

voroy Trim $7.50 Eac bitter odor and taste injurious to good 
coffee. No. 204, 4 Cups 


No. 206, 6 Cups 
No. 208, 8 Cups 


Ivoroy Trim $3.50 Each 


Rr at 


Furthermore, the Pyrex Glass Filter Rod 
takes the place of all metal parts such as 
wires, hooks and springs. Because of 
these reasons, the Pyrex Glass Filter Rod 
is certain to take the place of other 
methods of filtration. 





Be one of the first to feature these 


New Coffee Makers. 
Order through your jobber. 









No. 324, 4 Cups 
No. 326, 6 Cups eae 
No. 328, 8 Cups WRITE FOR CATALOG SHOWING COMPLETE No. 304, 4 Cups 
Black Trim $5.95 Each LINE INCLUDING SETS AND UNITS No. 306, 6 Cups 
No. 308, 8 Cups 
FOR COMMERCIAL USE Black Trim $2.95 Each 


ATTRACTIVE 
DISPLAY STAND 


FREE TO 
UNIVERSAL 
DEALERS 


Who merchandise 
UNIVERSAL Crystal 
Coffee Makers. An 
excellent methodJof 
effectively display- 
"No. 6324, 4 Cups ing these important 


No. 6326, 6 Cups appliances. 
No. 6328, 8 Cups 
Black Trim $4.95 Each 
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Informal Editorial Comments 





MERRY CHRISTMAS! :— 


The staff of HaRDWaRE AGE ex- 
tends heartiest greetings to all 
hardware folks and their families, 
wishes all of you the merriest 
Merry Christmas and hopes, that 
as merchants serving your com- 
munities, you will obtain a full 
share of the holiday season’s gift 
business. The great holiday is but 
ten days away, with eight full 
shopping days to go—twa of them 
Saturdays. There is still time to 
participate ira major part of the 
holiday business and to thus mate- 
rially help make your own Christ- 
mas a happy one. But anyway, a 
very Merry Christmas. 


PATMAN’'S NEW LAW:- 


Representative Wright Patman 
of Texas is widely quoted as stat- 
ing that his proposed anti-chain 
store tax bill will definitely be the 
first measure on the calendar of 
the House when Congress meets 
next month. Indicating that it 
will be HR 1, he has been further 
quoted as saying that about 75 
Congressmen have pledged their 
support to this measure. Charles 
G. Daughters, author of Wells of 
Discontent, an important and im- 
pressive book on the menace of 
the chain store system and _ its 
growth, and a staunch supporter 
of Mr. Patman, is now quoted as 


denying that Mr. Patman_ will 
modify this bill, although such a 
rumor has been very prevalent as 
reported in our last issue. The 
same news source also says that 
Mr. Patman has “virtually all of 
his 75 supporters following the 
recent election,” but a Washington 
columnist in the New York Mirror 
recently stated: “Chain store tax 
proposed by Representative Pat- 
man of Texas claimed 70 odd 
Congressmen before recent elec- 
tion. Of them, 34 were defeated.” 
In the meantime, the national or- 
ganization of real estate brokers 
has gone on record against the 
bill, fearing that its passage would 
seriously impair retail business 
property values. 


HARDWARE 
SUPPORT :— 


At French Lick Springs, Ind., 
last July, the National Retail Hard- 
ware Association Congress went 
on record in support of Patman’s 
proposed chain store tax bill. 
The resolution expressing this in- 
dorsement was, I believe, inspired 





by CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


by the Minnesota Association’s 
delegates. The Minnesota Associa- 
tion has undoubtedly been the 
most active hardware body inso- 
far as various legislative activities 
are concerned and in so doing 
has, in my opinion, rendered a 
most conspicuous association ser- 
vice. With the N.R.H.A. approval 
of Mr. Patman’s proposed measure 
on the official record, it is rea- 
sonable to assume that the various 
state retail associations affiliated 
with the N.R.H.A. will take sup- 
porting action at their coming con- 
ventions, perhaps to the extent of 
also favoring similar state legisla- 
tion, as the Patman Bill would 
only affect inter-state chain store 
operations. To be wholly effective, 
such a Federal law would need 
the support of state laws to cover 
intra-state chain groups. Such a 
situation may develop some com- 
plications as many of these affili- 
ated state retail hardware associa- 
tions have members operating 
branch stores. The realization came 
quickly to my mind that in several 
state groups there are operators of 
from three to 12 branch stores 
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This new, better Lockwood Ball Bearing 
Super Closer is easier to sell because it has 
the three principal things door closer buyers 
want— 


I Extra power —unhampered by friction —to 
e close doors under any conditions without 
making them hard to open. 


2 Greater strength in all vital parts—to stand 
© up under constant use—to minimize wear. 


3 Positive insurance against leakage —to re- 
e 


duce maintenance costs—give more uniform 
good service. 


If you haven't already received a copy of our illustrated folder describing 
this new Lockwood Ball Bearing Super Closer, send for your copy now. 


Lockwood Hardware Mfg. Co. | 5 


Division of Independent Lock Co. Fitchburg, Massachusetts i 
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who are past presidents, former or 
incumbent directors and otherwise 
influential and active members. 
Such members would be subject 
to chain store taxation under state 
laws patterned after the Patman 
Bill. They can hardly be expected 
to be so unselfish that they will 
support any such moves and thus 
penalize their own operations. A 
few actually operate branches in 
two states and thus come also 
under the Patman measure. A 
few wholesalers whose convention 
exhibits and other contributions 
help support retail conventions 
also operate groups of stores. 
They, too, may be expected to 
exert some degree of influence, in 
opposition to the probable pro- 
gram of state conventions support- 
ing the N.R.H.A. action at the 
French Lick Springs Congress. 
Although it is true that the numer- 
ical strength at all conventions 
will be the single store owners, 
these others mentioned are factors 
and, because their pocketbooks 
will be vitally affected, may prove 
relatively more active in the dis- 
cussions and preliminaries inci- 
dent to taking action on this ques- 
tion. 


TIME ELEMENT :— 


If, as supposed, Mr. Patman is 
successful in having his bill be- 
fore Congress early in the new 
session, some definite action 
(either for or against) may take 
place prior to the retail hardware 
conventions, thus eliminating the 
subject from consideration. Other- 
wise it may become a most lively 
convention topic with probable 
odds highly in favor of support 
for Mr. Patman’s bill. Any activ- 
ity that bears an “anti-chain store” 
label has a sure-fire appeal to in- 
dependent merchants, who have 
too long suffered from the unfair 
and unearned advantages enjoyed 
by the well-known chain groups— 
yet I still have serious doubts 
about the legality and ultimate 
usefulness of this particular mea- 
sure and believe it has few, if any, 
of the long-pull merits provided 


by Mr. Patman’s previous law, the 
Robinson-Patman Law, which I 
continue to support most ardently 
along with the Tydings-Miller 
Law and the state fair-trade laws 
existing in 43 states. 


SEARS SELLS DRUGS :— 


Sears, Roebuck & Co. has a new 
and very large store (No. 494) 
in Baltimore, Md., where for the 
first time this mail order house 
has established a most complete 
drugs, toiletries and drug sun- 
dries department. Probably an ex- 
periment, which if successful will 
become more general practice in 
the Sears retail chain, this news 
is causing great concern in retail 
drug circles. The retail druggists, 
who have been most active collec- 
tively in sponsoring anti-chain 
store legislation, will now have 
another incentive toward this end. 
They are long-time champion pro- 
tectors of their “own lines” and 
have kept many other types of re- 
tailers out of “their business”, yet 
are most flagrant in featuring al- 
most every known line of mer- 
chandise sold at retail with the 
great “plus” advantage of being 
open longer hours for seven days 
a week. In many lines common to 
hardware distribution they have 
been price-cutters and a thorn in 
the flesh to hardware dealers, be- 
cause they, like the department 
stores, have used well known, 
branded hardware store goods as 
loss leaders to attract store-traffic. 
Here is an excellent reason for 
supporting state fair-trade laws 
that branded hardware lines can- 
not be “footballed” and it is a 
subject worthy of the earnest at- 
tention of every retail hardware 
convention during the coming 
1939 season. 


P. P. P. P. :— 
An FHA speaker, addressing a 


recent convention, urged “deferred 
payment paint selling” to help re- 
employment and to increase paint 
sales volume. This brings to mind 
the Partial Payment Paint Plan 
(P.P.P.P.) sponsored by the paint 


industry through the Save the Sur- 
face Campaign about 13 years 
ago. The idea was never popular 
among hardware dealers and final- 
ly was abandoned. The hardware 
trade felt that as replevin was 
impossible the arrangement had 
no virtue. The actual paint sales 
represented an estimated 25 per 
cent to one-third of the total 
amount to be paid by installments. 
The rest went to labor with labor 
having the advantage and a prior 
claim in case of litigation. The 
hardware trade opposed _ this 
P.P.P.P. vigorously, literally 
shouting down the paint industry 
spokesmen who attempted to pro- 
mote the idea at the Philadelphia 
N.R.H.A. Congress in 1925. Never 
before nor since in more than 20 
years of hardware conventions 
have I witnessed such spirited and 
unanimous action for or against 
a proposal. The final blow was a 
parody on the then current popu- 
lar song “Dollar Down and a Dol- 
lar a Week” sung by a quartette 
Rivers Peterson, now N.R.H.A. 
managing director; Horace P. 
Aikman, now N.R.H.A. vice-presi- 
dent; Chas. F. Nelson, now Okla- 
homa association secretary, and 
the late N.R.H.A. past-president, 
Chas. Woodworth. What these 
boys lacked in harmony they more 
than made up for in spirit and 
P.P.P.P. was quickly a dead issue 
among retail hardware men, and 
soon after was entirely discon- 
tinued as an industry project. To- 
day the hardware trade would 
likely have the same viewpoint as 
a matter of business practice, but 
it should be remembered that un- 
der the FHA home-building or 
home modernization loan system, 
the dealer actually can make cash 
sales and does not share any re- 
sponsibility for the repayment of 
the loan monies. That one essen- 
tial difference actually makes the 
FHA plan not a Partial Payment 
Paint Plan as before as far as the 
dealer is concerned but is ac- 
tually a plan of financing through 
a local FHA chartered bank. The 
payment of the loan is the bank’s 
problem. 
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By ADON H. BROWNELL 


Chapter 40—Advanced Course 


Door Holding Devices and Door Stops 


“JHERE just does not seem bumper — Fig. 3. This type 


to be any type of public bumper will not twist out of align- 
building that I can think of ment as it has a lug cast on the 
which does not require door stops bottom and requires but one screw 
and door-holding devices. and expansion shell. The round 
In the Elementary Course some top and heavy rubber face makes 
attention was given the subject of it very practical. 
door stops. However, when we It is extremely important, par- 


consider this subject in connection 
with public buildings in the Ad- 
vanced Course, we find that we 





must use heavier stops and holders. 

For example—Fig. 1 shows a 
heavier door stop, but of the same 
type we studied in the Elementary 
Course, while Fig. 2 shows a 
heavier floor stop. This is an- 
chored in the floor with three 


Fig. 5—Flush type bumper. 


Another type bumper is needed 
where two doors contact each 
other and the knobs interlock or 
strike. The two door roller 
bumper (see Fig. 4) should be 
applied to the top rail of one 
Fig. 3—Dome type bumper. door so that the rubber roller con- 
tacts the other door and does not 
mar the door and pushes it out 
of the way. 

The flush type bumper, Fig. 5, 
has its place where you desire to 
do away with a bumper projecting 


screws. 
Then we have the dome type 








Fig. 1—Cast door stop, 
314, in. projection. Fig. 4—Two door roller bumper. 


ticularly in public buildings, to 
know to what kind of floor or 
base the stop is to be attached. 
On wood floors or base, of course, 
the regular wood screws are all Fig. 6— 
Plunger type 


that is necessary, but most floors 
door holder. 


and bases in public buildings are 
of some other composition than 
wood and require lead shields or 
expansion bolts and, in some 
cases, a toggle head and machine 
screws to fasten in the wall or 





Fig. 2—Extra heavy door stop. floor. 
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too far from the wall. They are 
made in all sizes to suit various 
conditions. 

Our problem is not only that of 
stopping the door, but of holding 
it open and stopping it at the 
proper point of opening especially 
on entrance and vestibule doors. 
The builders’ hardware engineer 
is confronted with many compli- 
cated problems such as_ ramps, 


Fig. 7— 
Silent 
lever 
type 
door 
holder. 





steps or raisers, doors set in re- 
veals and batteries of doors open- 
ing back to back. Much study has 
been given to this in recent years 
and devices can now be had to 
meet all types of construction. 


BUILDERS 


3 


You are all familiar with the 
standard plunger type door holder 
(Fig. 6). It has long been an old 
standby. It is made in steel and 
wrought brass or bronze as well 
as cast iron, brass or bronze. This 
type, however, is not nearly so 
much used since the introduction 
of the lever type door holder 
shown in Fig. 7. This is made in 
various designs and lever lengths 
by a large number of manufac- 
turers, each of whom claim cer- 
tain features which you will have 
to get from a study of the manu- 
facturer’s catalog. 

Next, let us consider the com- 
bined stop and holder. As we 
have studied door stops and door 
holders we will now combine the 
stop and holder as shown in Figs. 
8-9. We take the standard door 





Right Hand 
Fig. 8—Wall door stop and holder 


stop and apply a hook so as to 
engage the door and hold it open. 

Still another type is the auto- 
matic push- pull, which com- 
bines the door stop and holder in 
one, for wall installation, as 





Figs. 9 and 10—Semi-automatic action door stop and holder. 
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Fig. 11 — Auto- 
matic door 
holder and 

shock 
absorber. 


shown in Fig. 10. A firm push 
engages it and a pull releases it. 
This type is used on classroom 
doors in schools and institutions. 

Fig. 11 has an advantage over 
the plain type in that it engages 
and holds the door automatically. 
It has a bronze plunger instead of 
rubber as a shock absorber. To 
hold the door open, one flips the 
tongue forward and the door in 
striking the floor member auto- 
matically engages. When the door 
is reieased, the tongue falls back 
to a neutral position. 

There are a number of other 
types of door holders, of course. 
Fig. 12 shows a type cabin door 
hook. 

Then there is the friction-type 
door holder which is made for 
wall or floor and has been on the 
market for years. It is shown in 





Fig. 13—Friction door 
holder, floor type. 
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Fig. 13. The most recent develop- 
ment in friction door holders is 
the concealed or surface-friction 
type, which is shown in Fig. 14. 
The friction shoe is adjustable to 
wind or draft conditions and pre- 
vents the door from slamming 
shut. It stops the door at the de- 
sired point of opening and holds 
it in any open position. The chan- 
nel is of extruded bronze and there 
is a shock absorber in the end of 
the channel to relieve the strain 
on the hinges. 

A ball-type door holder, shown 
in Fig. 15, is a type which is in- 
serted in the floor, usually in a 
cement box. It is adjustable to 
any angle. We frequently have 
cases, particularly on entrance 
doors, where doors come together 
when opened in batteries and Fig. 
16 shows a stop and holder for 
use between such doors. 

In cases where the door swings 
over a step, the holder should be 
high enough to reach above the 
height of the stop and engage the 
door, Fig. 17 or Fig. 18, either 
of which will accomplish the pur- 
pose. 

Now there is one other type of 





Fig. 15—Ball type door holder. 


22 


"FRICTION ADJUSTMENT 
SCREW 





~ 


door holder that I am going to 
present in this chapter. That is 
the overhead type of holders and 
stops. 

There are certain advantages in 
overhead door holders such as the 
appearance and safety standpoint, 


ww 


Fig. 16—Double door 
holder for two doors. 





Fig. 17—Automatic door 
holder with 9 in. reach. 













Fig. 14—Concealed or 
surface friction type. 


the stumbling hazard for example 
is eliminated. 

Fig. 19 shows a concealed type 
for single or double-acting doors 
and Fig. 20 shows a surface type. 
The concealed holder is fast be- 
coming the better type holder for 
entrance and vestibule doors. It 
serves to stop the door at the 
proper point of opening and when 
one turns the small control knob, 
which is all that is visible on the 
door, the holding member auto- 
matically engages and holds the 
door open. It is also automatic in 
its release. The channel requires 
a small mortise in the top rail. 
Fig. 20 shows a holder with the 
same automatic features of engag- 
ing and releasing the door, the 
neutral position being for surface 
application. This is desirable on 
certain types of doors. 

Another very popular type is 
that as shown in Fig. 21. This has 
the combination of stop and shock 
absorber as well as the hold-open 
feature. These are made in malle- 
able iron as well as cast bronze. 
Consult your manufacturer’s cata- 
log for further information re- 
garding them. 

A few years ago the dealer’s 
selection of door holders and door 
stops was very limited, but today, 





Fig. 18—Bronze door holder. 
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Fig. 19 — Concealed 
overhead door holder. 





as you can see from the illustra- 
tions in this chapter alone, there 
are items available with individu- 
ality and quality that answer every 
problem in door control. 

My final word of warning on 
this subject would be to again re- 
peat my earlier words of instruc- 
tions in this chapter. Be sure and 
furnish the proper size screws or 
anchorage. 

A chain is only as strong as its 


Fig. 21—Overhead door holder 
and shock absorber. 


weakest link and the same axiom 
applies to any door holder or door 
stop. 








Fig. 20—Surface 
type overhead 
door holder. 






In our next chapter we take up 
cabinet hardware and_ padlocks 
used in public buildings. 


A New Day Dawns 


Fe the past two Presidential 
elections and the intervening 
State elections, we heard a good 
deal about a mandate. That was 
a new word in the lexicon of Amer- 
ican politics. 

If any mandate from the people 
was conveyed by these elections, it 
was to put 10 million unemployed 
back to work in private industry. 

It was not a mandate from the 
electorate to put these people on 
Government payroll, except as tem- 
porary relief from distress. Cer- 
tainly not to build up a political 
relief machine. It was not a man- 
date to redesign the Constitution, 
not to make Democracy safe for the 
sit-downers, not to cripple private 
employment by abuse and persecu- 
tion of industry and business. 

How well the New Deal Admin- 
istration carried out or tried to carry 
out its real and imagined mandates 
is a matter of record that need not 
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be touched upon. Suffice it to say 
that after six years of white rabbit 
pulling, the unemployed in America 
totaled 11 million, instead of 10. 

Last month another mandate, or 
command, was given to the Admin- 
istration. It was an overwhelming 
mandate to fish or cut bait. An 
unmistakable order to forget the 
imaginary mandates concocted by 
the “brain trust boys” and to con- 
centrate on the original job of get- 
ting the unemployed back in private 
industry, where they belong. Or 
else! 

From now on, the path of the em- 
ployer who is anxious to see his 
business grow and to have employ- 
ment grow with it will be smoother. 
For as Democratic Senator Tydings 
said in his election night victory ad- 
dress: “The task of Government 
must now be to help business and 
not to put unnecessary obstacles in 
its way.” 


People who have had money to 
invest and who have been afraid to 
put it to work for fear of confisca- 
tion can now banish that fear. There 
will be no dictatorship in America. 
That possibility went out of the win- 
dow with the failure of the “purge.” 
There will be no more sit-down 
strikes condoned by Government. 
That possibility went out of the win- 
dow with Governor Murphy. 

Most encouraging of all the re- 
sults of the election is the demon- 
stration of the soundness and sanity 
of the American electorate. It can- 
not be seduced by unlimited slush 
funds from the public pork barrel, 
distracted by white rabbits or regi- 
mented by well-oiled political ma- 
chines. 

November 8 marked the dawn of 
a new day of confidence and com- 
mon sense. 


-The Iron Age. 
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Pedestrian movement in Local Business District No. 1 in Milwaukee on a typical weekday from 6 a.m. to 6 
p.m. The above chart shows the pedestrian movement on one of the three blocks included in the district. 
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PEDESTRIAN MOVEMENT ON PRINCIPAL BUSINESS STREETS 
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PEDESTRIANS ENTERING DISTRICT 


PEDESTRIANS LEAVING DISTRICT 
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EDESTRIAN traffic flow on 
p:: retail business district 

street interests every mer- 
chant for it is on the volume of 
this flow that store traffic, sales 
and profits for the individual store 
are obtained. In most instances. 
however, a retail merchant has no 
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accurate knowledge of the amount 
of pedestrian traffic that passes his 
store. If he did know it would 
undoubtedly play an important 
part in his sales, display policies, 
attitude toward store rentals and 
taxes. 


The J. Kornely Hardware Co. of 


Milwaukee, Wis., is one firm that 
is benefiting, along with many 
other merchants, from an extensive 
three-block check on_ pedestrian 
traffic flow made by the Milwaukee 
Board of Land Commissioners, 
with the aid of WPA checkers. 

A pioneer in civic projects, 
many of which have been adopted 
by other cities, Milwaukee is mak- 
ing accurate traffic checks of its 
principal business districts so that 
merchants can be aided in deter- 
mining sales policies, so that the 
police department will have more 
accurate information to use in 
formulating traffic rules, and so 
that the tax commission will have 
more reliable figures on which to 
base tax assessments. 

The survey of Business District 


No. 1, called the Upper Third 
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an Aid to Retail Stores 


Street district—the largest busi- 
ness section outside the big down- 
town area—covered three blocks. 
Large crews of checkers were 
placed on this street on an average 
day to record the number of per- 
sons entering and leaving the dis- 
trict between 6 a.m. and 6 p.m. 

The survey showed that during 
a 12-hour period 12,937 people en- 
tered the district and 11,855 de- 
parted from it. The focal point 
was the center block, between West 
Garfield and West North Aves., 
where a total of 17,105 persons 
were attracted, many of course 
passing this spot several times 
while in the area. The Kornely 
store is almost opposite this cor- 
ner and is across the street. A 
bus line on West North Ave. and 
a street car line on North Third 
St. make this transfer point ex- 
tremely important. 

Pedestrian traffic into the Upper 
Third Street area flows in from 
four directions, north, south, east 
and west. People living ,on the 
east side of Milwaukee, desiring to 
shop on the busier west side of 
Third Street must pass the east 
side which is the poorer side of 
the street. The greatest volume of 





Here we have a view of the east side of North 
Third Street, Milwaukee. Not much traffic here. 
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Survey conducted over three-block 
area in Milwaukee gives definite 
count on flow of traffic and will 
be basis for a revision of taxes 


pedestrian traflic, however, comes 
from the north and west sides of 
the city and stores located on the 
west side of the street get the best 
play in this regard. The heaviest 
traffic is not found, as one might 
suppose, at the corner leading to 
the big department store, but far- 
ther north in the next block where 
there are a great number of vari- 
ous types of retail establishments. 

While there are many fine stores 
on the east side of the street in 
this district, the traffic count 
showed that the west side in each 
of the three blocks, had from two 
to three times the amount of pedes- 
trian traffic. 
block on the west side of the street 
had more than twice the traffic of 
the best block on the opposite side. 
These figures indicate that mer- 
chants on the west side have a 


In fact the poorest 





much better opportunity for busi- 
ness than have their competitors 
across the street and, consequently. 
their opportunities to make sales 
are greatly enhanced. 

Although all the firms in this 
area appear to be doing a good 
business, as is proved by the fact 
that there are very few removals 
and that many firms have been op- 
erating 20 years or more, there 
is little question as to which side 
of the street is more valuable from 
a sales standpoint. 

Rents average from $150 to 
$500 per month for stores on the 
west side of the street and from 
$75 to $300 on the east side of the 
street. 

As a result of this survey, the 
Milwaukee, Wis., city tax commis- 
sioners have received appeals from 
merchants and property owners in 


Below we see the west side of the street. 
Pedestrian traffic is three times greater there. 
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this area to take into consideration 
the pedestrian traffic count when 
setting tax assessment figures, and 
assurances have been given that 
this will be done. Formerly tax 
assessment valuations were made 
largely by estimate, but it would 
seem that the volume of pedestrian 
traffic is a more accurate guide. 
Ray Kornely of the J. Kornely 
Hardware Co., states that when his 
father opened a hardware store in 
Milwaukee on the east side of 
Third Street in 1890 he was told 
by some merchants that he was on 
the wrong side of the street. How- 
ever, the firm today has a large 
store and does an excellent busi- 
Mr. Kornely says that it is 
known _ that 
travel the west side of the street, 


ness. 
generally women 
while men like the east side. If 
his hardware store were located 
across the street, he says, there is 
little doubt but what he would do 
a greater volume but on the other 
hand expenses would be increased. 


Aid to Merchants 


A merchant possessing accurate 
traffic count figures similar «to 
those obtained in Milwaukee, 
would naturally do some deep fig- 
uring if he happened to be con- 
templating opening a new store, 
expanding his business, or decid- 


ing whether or not to pay more— 


rent. Certainly on the basis of 


such traffic figures, it would seem 
that rental values in this area 
would vary a great deal, for mer- 
chants draw their profit from the 
pedestrian traffic flowing up and 
down the street every day. 


The J. Kornely Hardware Co. is 
on the poorer side of the strect 
but has a good corner location. 


26 





Retail establishments that con- 
duct street corner traffic counts and 
rely on them as the basis for store 
openings, expansion programs and 
the like, are often liable to go 
as this survey shows. Ren- 


wrong, 





tal values based on corner traffic 
checks cannot be regarded true 
values, especially from a merchan- 
dising standpoint, unless the entire 
street pedestrian flow is thoroughly 
known. 








Common Sense 
and Application 
FAMOUS surgeon was asked 


what, in his opinion, made 
some men in his profession extraor- 
dinarily successful, while others, 
with the same education and train- 
ing, never outgrew mediocrity. His 
reply was “common sense—knowing 
when to stop.” 

The power to use wisdom and 
good judgment is to be valued in 
all we do. In these days, when users 
of good judgment seem to be in the 
minority, common sense is really 
uncommon sense. But, common or 
uncommon, it is unpurchasable at 
any price. You have it or you don’t. 
Many fail to show the good judg- 
ment they could display, and no 
matter how learned, talented, clever 
or wise a man may be, he cannot 
apply his natural advantages with- 
out the use of common sense. 

To be able to see things in their 
proper perspective, think of things 
sensibly, do things as they should 
be done, is an asset to be valued 
and appreciated. It enables one to 
select the right time to do or say 
the right thing. It is difficult to take 
things as they come; to submit 
gracefully and respectfully to the 


inevitable is a good example of com- 
mon sense. 

Character, good nature, even tem- 
per, virtue, honor, amiability and 
“it” are all stymied by a lack of 
common sense in their application 
to our daily contact with men and 
problems. Many a thought and ac- 
tion borders on being a mere day- 
dream—and an impractical stretch 
of the imagination. 

Control of thoughts and actions, 
calm judgment at all times, keeping 
within bounds, points the way to 
sanity in all undertakings. 


—JO BERGE 
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Although the famed 60-piece band of The Carborundum Co., Niagara Falls, 
N. Y., is his chief hobby, Francis D. Bowman, advertising manager, The Carborundum 
Co., also enjoys figure skating. When the broadcast of the Carborundum band is 
on the ait Mr. Bowman officiates at the ‘mike,’ the band being directed while on 
the air by Conductor Edward D’Anna. One of Mr. Bowman's big thrills comes on 
« Saturday nights after the program is off the air and an impromptu concert is played 
for the audience of a thousand or more assembled in the auditorium for the broad- 
cast. Following the broadcast Mr. D’Anna turns the baton over to Mr. Bowman. 
Mr. Bowman says of his hobbies, “I certainly get a big kick out of leading those 60 
musicians—as big a thrill as I experience when I cut a perfect ‘loop-change-loop 
eight’ on the ice.” The two photos show Mr. Bowman at the “mike’’ during a broad- 
cast and Bandmaster Bowman conducting the impromptu program. 


Although there are quite a few hard- 
waremen who find pleasure in horseback 
riding, few of them are as interested in 
jumping horses as is Donald W. Crain, 
The J. P. Crain hardware store, in Pauld- 
ing, Ohio. Here’s a dandy action “shot” 
of Mr. Crain clearing a hurdle with 
“Tammey” a seven-year old horse which 
has been exhibited at a number of the 
larger horse shows by Mr. Crain. Besides 
his interest in training and riding jumping 
horses Mr. Crain is also much interested 
in his herd of registered Shropshire sheep 


HARDWARE AGE invites all hardware a | , | 
men to send in their hobby photos. ==... 








All are welcome—dealers, wholesalers. 
manufacturers and their salesmen. 
~— — 
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Heres Your Last Opportunity 


IGHT more merchandising 
EH; days remain and _ then 
Christmas is upon us. But 
although the time is short, much 


may be accomplished in the period 
which is at the disposal of the re- 
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He has time 
for at least one more set of win- 


tail hardware dealer. 


dow displays and it might be well 
for him to concentrate upon some 
of the things which he may have 
overlooked. 

The suggested display on this 
page is devoted to a number of 
zifts, largely of an electrical na- 
ture, which should be welcome in 
any home. Of the balanced type, 
this display chooses to suggest 
gifts to the onlooker instead of 
telling him. Only a single item is 
displayed on each pedestal while 
the background is merely utilized 
for mirrors and the large central 
sign announcing “Gifts you will 


be proud to give.” Practically 
item in this window 
signed to give added ease and com- 
fort to the recipient and the fact 
that 
serves to drive home the impor- 
tance desirability of each 


every is de- 


there is no over-crowding 
and 
item. 

The chart at the bottom of the 
first column shows how the word 
“Gifts” may be designed accord- 
ing to scale. This word and those 
that follow are surrounded by a 
holly wreath. And, it might be 
added, a real wreath would serve 
the purpose admirably, provided, 
of course, that it is large enough. 
The customary Christmas trim of 
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for Christmas Window Displays 


red and green might prove to be 
too heavy a combination to set off 
the merchandise properly. This 
being the case, why not try red and 
white ? 

The display on this page con- 
stitutes a last minute suggestion to 
the housewife who is planning 
a large Christmas dinner party. 
Dishes, cutlery, bathroom acces- 
sories, sweepers and other similar 
essential items are displayed in a 
symmetrical manner. There’s a lot 
of merchandise displayed in this 
window but it is displayed effec- 
tively and there is no suggestion 
of cluttering-up or over-crowding 
Everything shown may be easily 
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seen and recognized without difh- 


culty. 

Neither red nor green makes a 
particularly desirable background 
for this type of merchandise. It 
might be well to use a_ neutral 
shade, such as gray or tan, for the 
background and fixtures. The lat- 
tice effect of ground pine and the 
holly leaves give the touch of 
Christmas green in the background 
while the large central board can 
be of red with white lettering. The 
chart shown on the third column 
of this page shows how the head 
and hand of Santa Claus may be 
drawn to the desired scale. It’s an 
easy thing to do. 


The Harpwake AGE interchange- 
able display fixtures are used to 
good effect in each of these dis- 
plays and make excellent back- 
grounds for the merchandise. 














View of the century 
old house upon the 
200-acre dairy form 
of Nelson R. Peet, 
near Rochester, N. Y. 
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This illustration shows how electricity worked on the Peet farm in New 
York State, how it increased milk production, protected it from germs, 
decreased wasted time and furnished proper lighting on every occasion. 





ONVINCE a customer that 
+ the article you are trying to 

sell him will result in a sav- 
ing of both time and labor and 
you have him half sold. Translate 
the saving into dollars and cents 
and there is little room for further 
backwardness or argument on his 
part. And, if you can prove to him 
that he can utilize the time saved 
into dollar-producing work you 
will have succeeded in delivering 
the clinching argument that leads 
to a sale. 

The hardware store in the farm 
areas is headquarters for farm im- 
plements and various types of la- 
bor-saving equipment. It is the 
dealer’s job to sell the farmer, but 
he does not always have definite 
information regarding the actual 
amount of time and labor saved 
by some of the equipment he sells. 

During the past few weeks the 
Westinghouse Electric & Mfg. Co. 
has established two completely 
electrically-equipped proving 
farms for the purpose of demon- 
strating the efficiency of electricity 
as a help to the farmer. Specifi- 
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Two recently established electrical 


farms show the farmers how time and 


money may be saved and also furnish 
food for thought to hardware dealers 


cally the electrification engineers 
had three purposes in mind: 

1. To prove the necessity and 
benefits of electric power to more 
than 3,000,000 farms with dwell- 
ings valued at over $500 which 
are now without this type of ser- 
vice. 

2. To demonstrate the addition- 
al jobs and time-saving methods 
possible with this type of power 
on the 1,250,000 farms now 
equipped with electricity. 

3. To improve the design of 
electrified farm machinery and 
equipment. 

The first of these electrical 
proving farms was installed on the 
200-acre dairy farm of Nelson R. 
Peet, 18 miles northeast of Roches- 
ter, N. Y. This farm was spon- 
sored by the above mentioned 
company, the New York State 
Farm Power and Light Commit- 
tee, the Rochester Gas & Electric 
Corp. and 16 manufacturing firms. 

The other project is the 164- 
acre poultry farm of Charles 
F. Wendig, 35 miles north of 
Philadelphia near New Hope, Pa. 
Westinghouse, the Philadelphia 
Electric Company and six manu- 
facturing firms were among the 
interested organizations. 


1s Point the Way to Profits 
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Feed Grinder - Corn Sheller 
Feed Mixer - Portable Motor 





GARAGE 
Distribution Panel 





A picture story show- 
ing how “wired helpers” 
were used in the Wendig 
farm. Electricity wakes 
the chickens, warms 
them, heats water, grinds 
feed and mixes it, ster- 
ilizes air, grades and 
cleans eggs and puts 
the chickens to bed 
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BROODER HOUSE 
Fountain - Sterilamp 
Electric Brooder 
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HEN HOUSE 
Fan - Fountein 
Time Meter Clock 














FARM HOUSE 
Electric Kitchen + Electric Laundry 








The 164-acre poultry farm of Charles F. 
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Wendig near New Hope, Pa. The three-story hen house is at the left. 
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The Peet farm near Rochester, 
N. Y., consists of approximately 
100 acres in tillage, 50 acres of 
pasture land, 18 of woodland and 
32 consisting of an apple orchard. 
Electricity has been used on it for 
several years for illumination pur- 
poses and to operate the radio and 
small appliances. 

Electricians, mechanics and la- 
borers worked for several months 
on the project installing more than 
a mile of new wiring, a 15-kilo- 
volt-ampere distribution, motors, 
electric heaters, pumps, farm and 
home appliances and proper light- 
ing. The engineers confined them- 
selves to the installation of what 
they deemed to be the most prac- 
tical electrical equipment for farm 
use. Among the installations were 
the following: More than 5,500 
ft. of No. 12 or larger wire of low 
resistance, 80 new lamp outlets 
and 69 convenience outlets in the 
house and farm buildings, nine 
motors with an output of approxi- 
mately 14 hp. operating silage 
cutter, hay chopper, hammer mill, 
hay hoist, wood saw, water pumps, 
ventilating fans, milking machine, 
electric drill, standardizer-separa- 
tor, paint spraying machine, con- 
crete mixer, cooling compressor, 
three “Sterilamps”, milk cooler, 
sterilizer using 3000-watt heating 
unit, two 2000-watt, 80-gal. water 
heaters and battery charger. 

Prior to the installation of the 
electrically-operated pipeline milk- 
ing machine, it took three hired 
men from 5 until 8 o’clock in the 


morning to handle the milking 
and attendant “chores.” Farm 
work stopped at 4.30 p. m. so that 
the milking could again be at- 
tended to. The farm operated two 
teams and a tractor with the re- 
sult that men, horses and tractors 
were used only seven and a half 
hours in the field every day with 
the rest of the workable day de- 
voted to milking. Mr. Peet esti- 
mates that the electrical milker 
will release two men for full-day 
farm duty or an extra quarter-day 
than they could formerly work. 
Three cows can now be milked at 
the same time and only one man 
is needed to transfer the units and 
take the milk to the processing 
room. Yes, the milker costs 
money, but what about the amount 
of time it saves and the amount 
of labor it directs into other chan- 
nels of activity? 


Time and Money Saved 


Statistics compiled by the lowa 
Agricultural Experiment Station 
following experiments conducted 
over a three-year period gave the 
following details relative to the 
cost of milking a herd of 22 cows. 
Setting the initial cost of the milk- 
ing machine at $525, it was found 
that over a three-year period 
allowing for cost of power, re- 


pairs, replacements, depreciation 
and interest—electric milking cost 
at the rate of $172.61 annually 
or $3.31 weekly. The herd of 22 
cows required 44.4 hours of hand 





This type of electrical kitchen is an asset to the electrical farm. 
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labor a week compared to 20.6 
hours for machine milking. Week- 
ly hand labor for milking was 
$11.10 compared to $5.15 for ma- 
chine milking. Adding the latter 
figure to the weekly cost brings it 
up to a total weekly cost of $8.46 


for machine milking. In other 
words, there was a weekly saving 
of $2.64 or 23.8 per cent in elec- 
tric milking and a saving in labor 
of 52.1 per cent. 

The new electrically-cooled aera- 
tor on the Peet farm was equipped 
with two new type lamps designed 
to sterilize the milk, while another 
of these lamps was installed in 
the smokehouse to retard mold 
formation and reduce loss in meat 
encountered when mold was cut 
off. 

The installation of an electric 
compressor now provides refrig- 
erated water to the aerator and 
an electric milk cooling tank 
which circulates the same water 
continually at the proper tempera- 
ture. In sections where water is 
drawn from wells, where drought 
is an ever-present menace and 
where economy of water is desir- 
able, such a device should prove 
its value beyond any possibility 
of disputation. And in addition 
there is the time element to be 
considered. 

This farm also employs a stand- 
ardizer-separator which centrifu- 
gally eliminates an excess of 
skimmed milk and which adjusts 
the butterfat content of the milk 
automatically. It’s another saving 
of time and money for the farmer. 

A 5-hp. general duty motor has 
been installed for the purpose of 
filling silos and hajsting hay. It 
is estimated that two men can fill 
a 110-ton silo in five days by this 
means with a cost of only $3.50 
for power. This is a job which 
originally took 11 men two days 
to perform. Figure out the wages 
angle to this. 

In addition to the foregoing 
electricity is used on this farm to 
drive a hammer mill to grind feed 
grain and home-ground feeds are 
said to be more economical. An 
electric grinder and drill is also 
used to keep the tools and equip- 
ment in order. 

Even the pig pen gets a “break” 
on the electrically-operated farm 

(Continued on page 77) 
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The front of the 
new store may be 
described in two 
words—it’s modern. 


GCRONEMEIER HARDWARE Co. 





Modernized Store Records 
876 Sales in Three Days 


That's what happened when the re- 
modeled store of the Gronemeier 
Hardware Co., of Mt. Vernon, Ind., was 
introduced to the buying public 


OR 64 years a large part of 
| Eee population of Mt. Ver- 

non, Ind., has been buying 
its hardware from the Gronemeier 
Hardware Co. But when the 
Gronemeier gave Main St. a mod- 
ern, model hardware store, it 
seemed as if the entire town had 
turned out to show its apprecia- 
tion. 

The first night of the three-day 
opening sale was open house. No 
attempt was made to sell merchan- 
dise. People came to inspect the 
store and to share in the 1250 
souvenirs that were distributed— 
vard sticks for the men, flowers 
for the ladies and candy for the 
children. In the following three 
days 876 sales were rung up on 
the cash register. 

Alfred S. Gronemeier and Ralph 
A. Gronemeier are the owners of 
the business. Store engineers from 
Hibbard, Spencer, Bartlett, & Co., 
Chicago, translated the practical 
merchandising ideas of the Grone- 
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meiers and the scientific prin- 
ciples of modern sales methods 
into 8000 sq. ft. of selling space in 
which “a place for everything and 


everything in its place” became an 
actuality. 

The modern store front with its 
two side display windows and 
island display window in the cen- 
ter—all in black glass with chro- 
mium trim—is matched in the in- 
terior with an equally attractive 
and convenient arrangement. 

In effecting the enlargement and 
modernization the business’ for- 
mer quarters were combined with 





There’s plenty of illumination and aisle space in the new store. 
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the former L. M. Strack heating 
and plumbing establishment to add 
2000 sq. ft. to the store’s first floor 
space. Removal of the partition 
between the two store rooms con- 
verted the interior into one large 
room with all its departments sys- 
tematically arranged. 

Open display, the keynote in 
modern merchandising, finds a 
perfect expression in the store. 
Increased wall shelving, a greater 
number of display tables, and a 
systematic and departmental ar- 
rangement of stock permits a dra- 
matic display of items. It has also 
made possible the addition of new 
lines and departments which, here- 
tofore buried in the background 
because of the lack of facilities. 
have been enlarged and given 
their due prominence. 

The office of the firm embraces 
the same thorough, efficient plan- 
ning as the store itself and is lo- 
cated at the rear. The basement 
floor has been converted into an 
unique selling floor—a used mer- 
chandise department in which ar- 
ticles taken in trade-ins are offered 
for re-sale. 

Over half a century has gone 
by since Simon H. Gronemeier 
opened his little tin shop in 1874. 
The sales-styled new store is a 
far cry from the frame building 
that housed the original shop. But 
the basic principle of merchandis- 
ing in which Simon Gronemeier 
believed is still adhered to by the 
present members of the firm. It 
is one of strict attention to busi- 
ness and the sparing of no effort 
to please the customer. With that 





Open displays are everywhere and everything is in plain view. 


attention and effort the Grone- 
meiers try to give their customers 
a hundred cents of value for every 
dollar spent in the store. 

Thus the march of progress 
from the day the little tin shop 
was opened has been rapid. In 
1901 Simon H. Gronemeier added 
shelf hardware to his stock. In 
that year also, his son Alfred S. 
Gronemeier entered the firm. Five 
years later the business was moved 
to its present location on Main St. 
between Fourth and Fifth. Fol- 
lowing the death of the elder 
Gronemeier in 1916, R. W. Grone- 
meier, another son of the founder, 
became a member of the firm and 
from that year until 1921 the busi- 
ness was operated as Gronemeier 
Brothers. R. W. Gronemeier then 


’ 





Here’s the front of the store before modernization took place. 
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sold his interest to his brother and 
the third generation of the family 
entered the business in 1923 when 
Ralph A. Gronemeier, son of Al- 
fred S., became associated with his 
father. The senior Gronemeier was 
president of the Indiana Retail 
Hardware Association in 1933 and 
1934, the only man to hold that 
office for two years. 

Father and son look upon their 
new store as a monument to their 
customer friends and feel that with 
all its advantages, it is an expres- 
sion of appreciation to those cus- 
tomers and friends for their pa- 
tronage which made the modern- 
ization not only possible but nec- 
essary in order that they might be 
served adequately. 


Courtesy 


A survey was conducted among 
ten retail stores, stressing courtesy 
above all else for one week. Sales 
increased from 25 per cent to 65 
per cent in the ten stores, showing 
that courtesy is a valuable busi- 
ness-building factor. Courtesy in- 
cluded walking to the door with 
customers, opening the door, tak- 
ing bundles to cars, greeting every- 
one cheerfully, showing an interest 
in customers’ affairs and hobbies, 
and concentrating heavily on the 
idea of being of service to all peo- 
ple who entered the store. No cut 
prices or special sales were offered. 


HARDWARE AGE 


WintRNNMDeA De Fn te 8 





a hid iahed: 


Fah VER Si gaa 











d 
y 
n 
l- 


is 


it 









MouseTRAPS FOR THE HAIR 
WERE USED BY THE FRENCH 
LADIES OF THE LATE 19™ CENTURY: 
SMALL, SILVER TRAPS WERE 
ORIGINATED TO CATCH THE M/CE tc 
WHICH L/KED THE FLOUR USED ON “~ 
THE LARGE CO/VFFURES OF 
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AN ELECTRIC FAN SMALLER 

/| THAN A DIME AND 

. MOUNTED ON A S7/CKPIN 

\ WAS BUILT BY J.C. 

| HOLCOMB, OF SULPHUR 
SPRINGS, TEXAS. WE/GH/NG 

Ya OF AN OUNCE, /T RUNS 

yy AT A SPEED OF 2500 #.RM. 

ON A FLASHLIGHT BATTERY. 
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. \ THE HORSE WITH A 
HARDWARE HIDE, WAS 
STABLED IN A 
CALIFORNIA HARDWARE 
STORE DURING A 
RECENT RODEO. 
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SPORTING A REGULAR COWBOY SADDLE, THE NAG 
1S COMPOSED OF AN ASH BARREL FOR A BODY 
STOVEPIPE OVER SAWHORSE UPRIGHTS FOR LEGS 

FURNACE PIPE CAPS FOR FEET, STOVEPIPE = 
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This wide selection of toys adjoins the giftwares department 
creating a perfect tie-up of interest for children and adults. 


Zollmann Bros., Milwaukee, Wis., Gets 


Three Turnovers a Year 


ARDWARE stores that han- _ thing to keep youngsters quiet and toys constitute a daily need of 


dle a good variety of toys _—_out of mischief. They are known childhood is a good reason for the 
during all 12 months of — to be a means of building char- Zollmann year ‘round toy depart- 
the year have a strong magnet for _ acter and an educational aid. That ment. Another important factor 


attracting youngsters and _ their 
parents. A year ‘round toy depart- 
ment is a sure method of attracting 
the younger generation and of cre- 
ating in their minds a friendly 
feeling that continues with them 
after they have become adults, x. ; , de 
with youngsters of their own. Zoll- pay mer, ee» ; “ie hic Sey. 
mann Bros., 5519 W. North Ave., ; ' - a P 
Milwaukee, Wis., enjoy three turn- 
overs a year on a stock of play- 
things having an approximate val- 
ue of $2,000 by featuring toys all 
through the year. 

Toys are now generally recog- 








nized by most parents as being a This three-decker doll display was added to the regular department 
daily necessity rather than some- during the Christmas season and was a veritable Mecca for girls. 
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on a $2,000 


is that some of the larger Milwau- 
kee department stores only play up 
toys at Christmas-time. Carrying a 
good stock of games, juvenile 
books, wheel goods, construction 
kits, etc., in the basement right 
next to a well rounded assortment 
of giftwares for adults makes that 
basement doubly attractive for 
both parents and youngsters. Par- 
ents shopping for gifts for adult 
friends are reminded, by the toy 
display, that there are gift items 
for youngsters. And adults buying 
playthings for their children can- 
not help but note some of the at- 
tractive giftwares offered for those 
of mature age. 

Mrs. Zollmann modestly says of 
the store and its basement toy de- 
partment, “This store is a very 
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This compact display of velocipedes, coasters and scooters aids 
in producing both good will and volume. Games are also featured. 





Toy Stock 


Year ‘round department devoted to 
playthings, games and juvenile books 
builds year ‘round profits for firm 


small one far out in a neighbor- 
hood district which is the only re- 
markable thing about our base- 
ment toy department as we see it.” 
No opportunity is lost to call 
people’s attention to the basement 
toy and gift department and, al- 
though the store caters chiefly to 
middle-class folks, toys are offered 
for people in all economic classes. 
the price range being from 5 cents 
to $5.00. The Zollmann store reg- 
ularly stocks a wide variety of 
games, even larger than the stock 


handled by some of the local de- 
partment stores. 

Most of the time there are sep- 
arate tables in the basement for 
baby toys, 5 cent toys, 10 cent 
toys, 25 cent toys, construction 
toys and games. As the store’s 
selection of games—varied though 
it is—cannot meet all demands the 
firm will order numbers it does not 
regularly carry in stock. Books, 
for children, are a good line in the 
department. There are. at all times, 

(Continued on page 87) 
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The J. J. Stangel Hardware Co. store. 


The second floor service shop. 


38 











Auto Supply and Industrial 


Annual conferences sponsored by the 
J. J. Stangel Hardware Co., Manitowoc, 
Wis., and improved location increased 
sales in each of these departments 


OR ten years, the J. J. Stan- 
fs: Hardware Co., Manito- 

woc, Wis., wholesale and re- 
tail store, has been staging annual 
industrial and auto supplies clinics 
for its customers throughout the 
northeastern Wisconsin area. 

These clinics,- according to 
Arthur Stangel, vice-president, 
have played an important part in 
attaining a good volume of busi- 
ness on auto supplies and indus- 
trial supplies, because of the 
many contacts made with custom- 
ers, and from the many oppor- 
tunities to explain the operation 
of various supplies by means of 
well illustrated lectures. 

“For quite a few years we have 
borne the entire cost of these 
clinics ourselves,” said Mr. Stan- 
gel. “The old policy used to be to 
sell space to exhibiting manufac- 
turers, and thus defray part of 
the expenses. However, we have 
found that when we stand the en- 
tire cost we not only get a greater 
representation of exhibitors, but 
we also attract more customers. 

“We try to put on our clinics 
in an instructive and entertaining 
way. We have a well balanced pro- 
gram, we think, one that includes 
demonstrations, lectures, enter- 
tainment, refreshments and _at- 
tendance prizes. We have also 
found that it is best to hold these 
clinics on Saturday afternoons 
and run them into the evening. 
This schedule appears to attract 
more attendance than if we had 
an all day clinic, beginning in the 
morning.” 


Mr. Stangel points out that the 
advantage of staging a clinic is 
that those who attend take the 
time to inspect various products 
and thus get a better general idea 
of what the Stangel firm has in 
stock than if they came merely to 
buy one or two items and then 
departed. 

“The fact that we are not sell- 
ing exhibit space to manufac- 
turers at the present time, helps 
us to put out as fine a display of 
exhibits as any establishment in 
this part of the country. Manito- 
woc is a city of only 25,000 
people, and this means we must 
draw our customers on auto sup- 
plies and mill supplies as well as 
attendance at our clinics from a 
wide area,” said Mr. Stangel. 

“The manufacturers who sign 
up to exhibit at one of our clinics 
help to publicize it by writing 
various letters to customers, in- 
viting them to attend. Then, too, 
we also send letters of invitation 
to the same accounts. In addition 
we usually send along a neatly 
printed card which can be posted 
on bulletin boards, and we find 
that this stunt helps a lot in build- 
ing attendance.” 

The Stangel Co. usually has a 
band on hand to give the crowd 
a little music during intervals in 
the clinic program, and this adds 
a cheering note to the program. 
Light lunches and_ refreshments 
are also served. 

It was only five years ago that 
the Stangel Co. had its auto sup- 
plies department located on an 
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Here’s one of the 
invitations sent 
out by the firm 
to attend an in- 
dustrial clinic. 


REGISTRATION, 


Your foreme n, 
°PPreciate having 


D monstrat; ion 


: and di 
°quipment, @ display of the lates, 


Entertainmens, refr, 


Street entrance, 


/, 7 po 
machinists @nd mip..- 
Millwyj 
YOU Post this invitation we, Welco 





And here’s one of the clinics themselves. 
This is the auto supplies meeting of 1935. 


upper floor. While business in 
this line had been good prior 
to 1929, marketing conditions 
changed with the depression. The 
firm found that auto supply cus- 
tomers no longer liked to go to 
an upper floor for supplies. They 
apparently wanted a first floor lo- 
cation which would give them 
easy access to what they desired. 

Arthur Stangel and his brother 
Harvey, who is secretary of the 


firm, accordingly studied the 


problem. They found that the 
various chain stores selling auto 
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supplies invariably had first floor 
locations and apparently did a 
thriving business, while the Stan- 
gel volume was falling. 

“We discovered that our auto 
supplies volume shortly after 
1930 had dropped to about 
$8,000,” said Mr. Stangel. “We 
made an extensive survey of the 
field, found that it was worth 
while going into on a_ larger 
scale, and so we decided to build 
a large addition to our hardware 
establishment which would permit 
the housing of the auto supplies 
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and mill supplies department on 
a street level floor. And we also 
arranged for adequate space for 
displays of these products. 

Mr. Stangel points out that 
this move was entirely justified 
by the results obtained. From an 
$8,000 a year volume, sales rose 
to $25,000, then $50,000, then 
$100,000 and finally to over 
$125,000, and are still going up. 
The Stangel firm now has one of 
the largest and finest auto and 
mill supplies departments in the 
country, showing what courage 
and an analysis of a market can 
produce. 

Along with the establishing of 
a larger auto and mill supplies 
department several years ago, the 
firm also installed a large, well- 
equipped service shop on the sec- 
ond floor. This service shop 
handles automobile and electrical 
problems for customers, as_ well 
as motor boat and electric refrig- 
erator problems and repairs. It 
has proved both popular and 
profitable, and is one reason why 
the Stangel auto and mill supplies 

(Continued on page 84) 
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Stove Industry Plans an 


Sixth annual convention of the Institute of Cooking and Heating 
Appliance Manufacturers, held in Cincinnati, Nov. 30 to Dec. 2, 1938, 
attended by 300. Discussions covered wide range of legislative, 
manufacturing and distribution problems but dominant thought was 


increasing sales 


volume. 


Interest in greater 


stove distribution 


through hardware channels marked. Alden P. Chester again president 





At the closing banquet—Alden P. Chester, Globe-American Corp., 
Kokomo, Ind., re-elected president of The Institute of Cooking and 
Heating Appliance Manufacturers, and Chas. R. Hook, president, 
American Rolling Mill Co., Middletown, Ohio, and of the National 
Association of Manufacturers, the principal speaker at the banquet. 


HE sixth annual convention of 
the Institute of Cooking and 
Heating Appliance Manufac- 
turers brought more than 300 execu- 
tives of the stove industry to the 
Netherlands-Plaza Hotel, Cincinnati, 
Ohio, for a three-day meeting. held 
Nov. 30 to Dec. 2, 1938. The mem- 
bership and guests included manu- 


facturers of heating and cooking" 


appliances that burn oil, gas, coal, 
wood, and electricity with ample 
provisions in the program to provide 
discussions of interest to all groups 
and with special sessions devoted to 
the problems peculiar to these sev- 
eral groups. It was a well organized 
and well conducted convention, for 
which major credit must go to Man- 
aging-Director Samuel Dunckel and 
his assistant, Mrs. Pauline Burd, 
two very versatile association off- 
cials whose contributions to prac- 
tically every session indicated 
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thoughtful, progressive and com- 
plete functioning ofthe Institute. 

The outstanding theme of the con- 
vention was the desire to increase 
the annual sales volume on all kinds 
of heating and cooking appliances 
through better selling and more con- 
sistent sales promotion and adver- 
tising programs. Other topics given 
prominence were accounting prob- 
lems for costs findings, production 
methods, compensation plans for 
salesmen, dealer set-ups, uniform 
standards, freight rates and sales 
training for manufacturers’ sales- 
men and for dealers’ selling staffs. 

Throughout the discussions, the 
importance of the hardware trade 
for the distribution of all kinds of 
stoves was stressed and came up for 
consideration in the plans that are 
being formulated to increase the 
stove industry’s sales volume. 

The opening general session was 


Thursday morning, with Convention 
Chairman Clifford Ackerson, Agri- 
cola Furnace Co., Gadsden, Ala.. 
and Institute vice-president presid- 
ing. Russell Wilson, former mayor 
of Cincinnati and a prominent news- 
paper writer, welcomed the conven- 
tion to Cincinnati and spoke briefly 
on the economic problems facing 
business today. He said that today’s 
economics show that the American 
business man can survive all kinds 
of tortures and has made progress 
despite handicaps because of indi- 
vidual ingenuity. If their ingenuity 
and inventive talents can’ be un- 
leashed and unhampered the nation 
will again prosper, he said. He also 
lauded the results of the recent elec- 
tion, saying that the two-party sys- 
tem served to give us better govern- 
ment and more balance. 

Alden P. Chester, Globe-American 
Corp., Kokomo, Ind., made the prin- 
cipal address as president of the 
Institute. He surveyed the progress 
of the industry and paid tribute to 
its growth under the benefits of the 
Institute activities, generously at- 
tributing most of these activities to 
Mr. Dunckel. He deplored the legis- 
lative pressure that has beset Ameri- 
can business, but said had business 
leaders been more far-sighted in 
their labor relations and_ public 
relations much of this unhappy con- 
dition could have been avoided. The 
American public, he said, is the new 
board of directors in business and 
industry must learn to live with 
and work under unionized labor ar- 
rangements. He stressed the need 
for better and more aggressive sell- 
ing by heating and cooking appli- 
ance manufacturers if they are to 
obtain a full share of the consumers’ 
patronage in competition with the 
makers and sellers of other major 
appliances such as_ refrigerators, 
washing machines, radios and motor 
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cars. In part, Mr. Chester’s further 
comments were as follows: 

“Let us examine the question of 
whether there is such a thing as a 
stove industry, or more properly an 
industry of cooking and heating ap- 
pliance manufacturers. Going back 
into history, we know that for sey- 
eral thousand years people have 
heated their homes and cooked their 
food with some kind of an appli- 
ance. Throughout all those years 
somebody had to make these appli- 
ances. Therefore, we can assume 
that there could be a very old indus- 
try which, for a few thousand years. 
has been engaged in manufacturing 
the mechanical means of providing 
these basic necessities of life. Prob- 
ably the original fuel used for cook- 
ing and heating was wood. But the 
progress of civilization has brought 
forth various improvements and 
changes in the type of fuel used for 
these appliances, so that today we 
have available .many types of coal, 
gas, oil and electricity. As appli- 
ance manufacturers we have adapted 
our stoves from time to time so as 
to use such fuels as have been in 
popular demand. Is it not reason- 
able to conclude, therefore, that 
there will always be in existence an 
industry to provide cooking and 
heating equipment regardless of the 
fuel that happens to be available? 

“It seems to me that our problem 
is a very common one. We as manu- 
facturers can elect to create any 
type of cooking or heating appli- 
ance that will produce a profit. We 
then offer it for sale to the Ameri- 
can public, which consists of 30,- 
900,000 homes in which there is a 
natural market for 60,000,000 stoves. 
These are being replaced at the 
rate of 6,000,000 per year. Now, it 
does not make a great deal of dif- 
ference to us whether these people 
want to use gas, electricity, oil, coal 
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At the opening session of the sixth annual convention of The 
Institute of Cooking and Heating Appliance Manufacturers, Neth- 
erlands-Plaza Hotel, Cincinnati, Ohio, Nov. 30 to Dec. 2, 1938. 
From left to right: Russell Wilson, former Mayor of Cincinnati; 
Clifford Ackerson, Agricola Furnace Co., Gadsden, Ala., vice- 
president of the Institute and convention chairman; Samuel 
Dunckel, managing-director of the Institute, a most versatile 
speaker who contributed a wide assortment of important infor- 
mation at practically all sessions for three days, and Alden P. 
Chester, Globe-American Corp., Kokomo, Ind., president of the 
Institute, who was re-elected by acclamation. 


or wood. We as an industry can 
supply them with whatever they 
want. In the natural course of 
events we will eventually wind up by 
making appliances for which there 
is a demand, whether that demand 
is natural or artificially created. If 
that is the case, then is it not logical 
for us to unite, in order to protect 
our own interests and profits rather 
than to be entirely dependent upon 
the success or failure of some fuel 
industry? 

“The United States Census Bu- 
reau recognizes the existence of a 
stove industry. You have read in 
the December issue of The Stove 
Builder a detailed report of the 1937 
census of manufacturers of stoves, 
ranges and warm air furnaces in 
the United States. However, these 
figures have never been broken 
down and classified correctly so as 
to give a true picture of the stove 
industry as it exists in this country. 


“The latest figures available are 
for the year 1937, which show that 
the total wholesale volume of stove 
manufacturers amounted to $219,- 
000,000. Fifty per cent, or $109,- 
000,000, was produced by 146 gen- 
eral stove manufacturers; 38 per 
cent, or $84,000,000, was produced 
by 38 manufacturers of gas appli- 
ances; 12 per cent, or $26,000,000, 
was produced by 18 manufacturers 
of electrical ranges. It is important 
to note that the total volume of 
$219,000,000 was produced by ap- 
proximately 200 manufacturers. If 
we add the $38,000,000 volume of 
warm air furnace manufacturers and 
$24,000,000 volume of over 300 mis- 
cellaneous manufacturers, we get a 
total wholesale stove volume of 
$281,000,000, which was 1.7 per cent 
of the total national volume of all 
manufacturing industries in this 
country. It would represent a retail 
volume of nearly a half billion dol- 
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lars in the year 1937. One hundred 
and fifty similar industries in this 
country would account for our total 
national income of that year. 

“Now, getting back to this total 
wholesale volume of $219,000,000 
which comprises the stove industry, 
I again refer you to the fact that 
25 per cent of the 200 manufac- 
turers produced half of the total 
volume in gas and electric appli- 
ances. The other half of this volume 
was produced by 75 per cent of the 
total number of manufacturers. You 
may be interested in knowing what 
type of appliances was produced by 
this other half of the industry or by 
75 per cent of the total number of 
manufacturers. This volume _ of 
$109,000,000 consisted of $55,000,- 
000 worth of coal and wood stoves, 
$39,000,000 worth of oil stoves and 
$15,000,000 worth of miscellaneous 
stoves. 

“It is obvious that the members of 
this Institute represent by far the 
largest interests in the stove indus- 
try by virtue of the dollar volume 
produced, as well as the number of 
manufacturers involved. The total 
annual volume of the members in 
good standing of this Institute is ap- 
proximately $90,000,000, whereas in 
1937 the total volume of all gas ap- 
pliance manufacturers was $84,000,- 
000 and the total volume of all 
electric range manufacturers was 
$26,000,000. I point this out be- 
cause I find there is a general mis- 
conception of the strength of this 
particular association, which repre- 
sents the interests of all stove manu- 
facturers regardless of the type of 
appliances they produce. 

“If I have properly presented this 
case you will agree with me, I think, 
that in the first place the stove in- 
dustry is large enough and of suffi- 
cient importance to merit recogni- 
tion and second, that the Institute 
of Cooking and Heating Appliance 
Manufacturers is the logical trade 
association to properly represent 
this industry. 

“We have in this group of stove 
manufacturers the potential power 
and influence to guide the destiny 
of a $200,000,000 industry. You 
realize, | am sure, that this or any 
other industry can become very 
profitable or unprofitable, exactly 
according to how it is operated. But 
we cannot succeed if all of the play- 
ers on the team are coaches or 
critics. We must play the game ac- 
cording to established rules and I 
caution you that these rules are 
changed from year to year. 

“It is possible that the Institute 
has played a more important role in 
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the encouraging signs of our indus- 
try than most of us realize. Sound 
trade practices and company poli- 
cies that are prevalent today in the 
stove business stand out conspicu- 
ously in comparison to those exist- 
ing in other home appliance indus- 
tries. We can thank someone at 
least for the fact that our terms, 
datings, inventories, prices, gross 
profits, etc., have held unusually 
firm during a most trying period. 
Such a healthy situation is due to 
the strong influence of this associ- 
ation. We are, in fact, in a much 
more advantageous position to enter 


S. C. Baer, The S. C. Baer Co., Cin- 
cinnati, Ohio, publicity director, and 
E. F. Garno, The Floyd-Wells Co., 
Royersford, Pa., chairman of the 
sales and advertising committee 
who jointly led the discussions on 
sales and advertising at the Cincin- 
nati stove convention. 


a new year with prospects of normal 


profits than are many industries 
whose trade associations are nega- 
tive or inadequate. To me this is 
encouraging and we have every 
right to take heart in the fact that 
we are not completély demoralized 
by the lack of cooperation between 
competitors. 

“On the other hand, it has been 
stated that the stove industry is 
guilty of ‘industrial cannibalism’ be- 
cause of our failure to recognize 
our actual competition. No doubt 
this is true and I seriously question 
if we are taking full advantage of 
our opportunity to progress, if we 
realize our own strength, or if we 
are prepared to do anything about 
it. In the first place, our competi- 
tion is not with each other. We 
think too often in terms of increas- 
ing our own business by taking it 
away from some other stove manu- 
facturer. If such an attitude is 
prevalent it can result only in price 
competition and the law of dimin- 
ishing returns. This is neither an 


intelligent nor an aggressive point 
of view, and we cannot succeed col- 
lectively or individually if we do not 
adopt a broader viewpoint. In my 
opinion our real competition is with 
other industries. Our job is not 
merely to take business away from 
another stove manufacturer, but to 
increase the total number of stoves 
sold annually. And that can be ac- 
complished by a planned campaign 
under the auspices of the Institute. 

“This subject has been given con- 
siderable thought and attention by 
your committee on sales and adver- 
tising. They are prepared to pre- 
sent a definite and specific program 
for your approval at this convention 
and it is my hope that you will not 
only adopt their recommendation, 
but will put into it all of the en- 
thusiastic support that it merits. 

“It seems to me that we should 
take a lesson from the planned 
economy exemplified by the automo- 
bile industry. That industry, many 
years ago, decided to make people 
want things. People can ride in old 
cars just as they can live in old 
houses and use old_ stoves, but 
through the creation of new designs 
and advertising they have made peo- 
ple discontented with their old cars, 
whereas we have not made them dis- 
contented with their old stoves. 
Therefore, a larger percentage of 
the consumer’s dollar goes toward 
the purchase of a new automobile. 
The same is true of the electric re- 
frigerator, radio and other home 
appliances as compared to the stove 
business. However, as an industry 
we have not suffered nearly so much 
this year as the automobile, refrig- 
eration, washing machine and radio 
people. 

“The average attitude of our 
members reminds me of the defini- 
tion of a conservative which some- 
one described as ‘A man who looks 
before he leaps and then stays 
where he is.’ If, through leaning on 
each other, we can gather sufficient 
courage to apply some of the tried 
and proven experiences of other suc- 
cessful industries, we will then have 
justified the existence of this Insti- 
tute. One of these proven experi- 
ences is that increased sales depend 
upon stimulating the consumer’s de- 
sire rather than the consumer’s 
actual need. 

“We are not in a bad spot today 
because conditions have changed, 
materially affecting the need of 
stoves. We are in a bad spot be- 
cause we have been outsold. Labor 
leaders have outsold business lead- 
ers. Politicians have outsold busi- 

(Continued on page 79) 
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Wind and rain and sleet and 
sand — all take a toll out of rope, 
just as they have gouged out the 
faces of these stony giants. And 
just as these giants have resisted 
for centuries, so too does Colum- 
bian Pure Mahila Rope defy the 
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ALLERS are always _ inter- 

esting. Every caller is a 

separate and distinct unit 
of life. No two men lead the 
same lives or have the same prob- 
lems. All are different. Each has 
a different reaction to his environ- 
ment, and each one brings his in- 
teresting message out of his own 
life. Of course it takes a trained 
interviewer like myself (ahem) to 
draw out the things that are dra- 
matic even in the most common- 
place lives. There are callers now 
and then who have led the most 
unusual lives and have had the 
most dramatic things happen to 
them. But sometimes when I ask 
even this class of callers about 
their experiences, they hesitate be- 
fore they answer. They had never 
thought important the things in 
which I seem to be interested. 

* % * 

Captain Ashley McKinley in the 
aviation service during the war, is 
now a major in the Aviation Re- 
serve. I knew his family in St. 
Louis. I knew him as a child. 
I never thought that one fine day 
Ashley McKinley as an expert 
photographer would fly over the 
South Pole with Admiral Byrd 
and photograph not only the 
South Pole but also other parts of 
Antarctica that had never before 
been seen, not to mention photo- 
graphed by man. Probably most 
of us know something of the ter- 
rain of the South Pole. It is 
largely mountains, rocks and 
masses of eternally frozen ice. It 
is one thing to fly when you know 
of a good landing place. But it 
is another thing to fly in that Arc- 
tic cold, when a forced landing 
means almost certain death. 

So I said to Ashley :—“How did 
you feel about it when you made 
the trip?” “Well” he answered, 
“I knew it was all pretty danger- 
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CALLERS 


By SAUNDERS NORVELL 


ous, but on the other hand, it was 
a great adventure. It was an op- 
portunity to do something that no 
man had ever done before.” “Did 
you realize”, I inquired, “that if 
your engine went dead or some- 
thing else happened to your plane 
it would have been all over?” 
“Yes, I thought of that,” he said, 
“but on the other hand, I had to 
be pretty busy getting our flying 
cameras in proper condition to 
take the photographs, and then 
when I started photographing 
there was no time to be worried 
about anything.” 


The South Pole 


He gave me some original auto- 
graphed photographs taken on this 
trip, and I have them in my col- 
lection. However, just as pictures 
they are not very interesting. 
Snow, ice and barren mountain 
peaks. “Tell me,” I inquired, “did 
you discover any ore deposits on 
this Antarctic expedition?” “Yes,” 
he replied, “there were tremen- 
dous fields of goal and quantities 
of copper deposits. But it would 
cost so much to bring this coal 
and copper to civilization that 
these deposits while known at this 
time, are commercially without 
any value.” There is no animal 
life at the South Pole. 

Upon his return to the United 
States, Captain McKinley became 
interested in making photographic 
charts in colors of various parts of 
the United States. Some of this 
aerial photography was wonder- 
It was his idea to 
photograph every section of the 
entire United States and to bind 
these photographs in large books, 
for institutions, libraries and cor- 
porations. In other words, to 
make a photographic atlas of the 


fully done. 





United States. However, this 
scheme was not carried out be- 
cause it was so difficult to raise 
the necessary capital. 

Now Captain McKinley is in- 
terested in pontoons he has in- 
vented to use on airplanes, both 
to support them when they light 
on water, and to ease the shock 
of a forced landing. He has or- 
ganized a company to exploit this 
idea. The idea of these pontoons 
came to him when he was lying 
on his hospital bed after a forced 
landing, when his engine went 
dead and he was too close to the 
earth to use his parachute. His 
plane was wrecked, his only acci- 
dent, in which he was hurt in 20 
years of flying. You see, on other 
occasions when things went wrong 
with his plane he bailed out. 

“How many times did this hap- 
pen?” I inquired. “Four times,” 
was his reply. “What was the 
highest point above the earth when 
you jumped.” “2200 feet,” he an- 
swered. “The other jumps were 
shorter distances.” “What is the 
highest jump with a parachute 
that any human being has made?” 
I asked. “20,000 feet”, was his 
reply. “You see, it is actually 
safer to jump at 20,000 feet 
than at 500. As you fall from 
a great height, if the ropes of your 
parachute happen to be tangled, 
you have an opportunity to un- 
tangle them.” “Do you mean to 
tell me,” I asked, “that when a 
man is falling, before his para- 
chute opens, or just after it has 
opened, he has presence of mind 
enough to straighten out the para- 
chute?” “Certainly,” he answered. 
“That is very commonly done.” 
“Tell me,” I asked, “when you 
jump from a moving airplane, do 
you fall straight down?” “No,” 
he answered, “when you first 
jump, for quite a considerable 
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distance you follow the plane. 
Your descent to the earth is in the 
form of an arc, not a straight 
line.” “Tell me,” I again in- 
quired, “at what rate of speed 
does a person fall until his para- 
chute opens?” The answer was 
about 16 feet for the first second, 
32 feet for the next second, 64 
feet for the next, and so the speed 
of your fall accelerates until you 
are falling at the rate of 250 miles 
an hour. At this point the resis- 
tance of the body to the law of 
gravity checks the rate of speed 
increase in falling, and if the 
parachute did not open, you would 
fall the rest of the distance on an 
average of about 200 miles an 
hour. Of course your rate of fall 
depends on a number of factors. 
Your size and weight, the condi- 
tion of the atmosphere, the winds, 
etc. “Did you know,” he said, 
“that in the contests they have in 
the airplane races for parachute 
jumpers, they mark out on the 
ground a circle of 150 feet, and 
an expert jumper can leave his 
plane at an elevation of 3000 feet, 
make his jump and land inside 
this circle? An expert parachute 
jumper,” he added, “can guide 
his parachute by pulling on the 
ropes, letting out air on this side 
or the other.” 


Back to Earth 


“Well this is all very interest- 
ing”, I said, “but now tell me this, 
how does a man light?” “There 
is in the parachute a rope that the 
jumper pulls just before or just 
after he strikes the earth,” he 
answered. “Pulling this rope spills 
all of the air out of the parachute 
and brings it to a stop. One of 
the great dangers in landing, if 
the wind happens to be strong, is 
that the parachute will act as a 
sail and drag the jumper along 
the ground. The object of the 
rope is to deflate the parachute 
quickly and avoid the danger of 
dragging. When one lands it is 
in a sitting position, with the legs 
bent under. If you should land 
with your legs straight out, it 
would certainly break them. Al- 
most invariably when you do 
strike the ground you fall over 
and are dragged a short distance. 
Naturally one of the great dangers 


46 


in landing is in the possibility of 
striking trees, houses, or telephone 
poles and wires. But these are 
the hazards of the game.” 

“This brings up another thought 
in my mind,” I said. “From your 
description of your actual experi- 
ences in jumping from an_air- 
plane, you seem to have retained 
your consciousness all the time. 
I have always understood that a 
sudden drop from 500 to 1000 
feet would render one _ uncon- 
scious.” “Oh, no,” he said, “that 
is not true. I have talked to 
dozens of parachute jumpers, and 
we have discussed the same sub- 
ject. All of them retained their 
consciousness no matter how far 
the fall, and, not only that, but 
their minds as a matter of fact, 
by reason of the excitement, were 
more alert. As you fall through 
space you can actually notice ob- 
jects on the earth, but the earth, 
instead of your going down to 
meet it, seems to come up to meet 
you.” 

“Then,” I said, “these poor 
people who commit suicide by 
jumping from high buildings un- 
der the impression that they will 
be unconscious when they strike, 
are all wrong.” “Yes,” he said, 
“there is no doubt in my mind 
that they are entirely conscious 
and in full possession of their 
senses until they are killed by 
striking the ground. As a matter 
of fact,” he added, “jumping from 
tall buildings would be just about 
the last method I would ever adopt 
to commit suicide.” 

“Now,” I continued, “you must 
have read a lot about aviation, 
parachute jumping and all that. 
Has anyone ever in an article 
brought out this point, of a per- 
son being conscious throughout 
the entire distance of the fall?” 
“No, come to think of it,” he 
answered, “I have never seen such 
an article, and it is strange that 
no one has ever written about it.” 
Here I made the mental reserva- 
tion that this opportunity to write 
on a new subject would not be 
overlooked by me. 


The Lightning Hazard 


“Before you go,” I said, “tell 
me about lightning. Are moving 
planes ever struck by lightning?” 
“Yes,” he answered, “I believe it 


has happened in the case of planes 
that have fallen, such evidence has 
been found, but as a general thing 
the pilot in a plane, moving as 
quickly as they do, does not fear 
lightning. For one reason he can 
generally steer clear of the storm 
with its lightning center. On the 
other hand,” he said, “one of the 
most dangerous things to balloons 
is lightning. The balloon does 
not control its direction. If it 
happens to be at a high altitude 
and there is a storm there is al- 
ways a suction of the air toward 
the center of the storm and the 
balloon is drawn into this center 
of electrical activity. Such being 
the fact, lightning is the greatest 
source of danger to balloons. Even 
in the case of dirigibles there is 
this danger, because they are large 
and hard to handle, and therefore 
it is more difficult for them to 
escape storm centers.” 


Young Men Only 


In the course of our conversa- 
tion Captain McKinley referred to 
an army officer who was recently 
killed in an airplane accident in 
California. He expressed his re- 
gret at his death, and spoke of his 
character in the highest terms. 
“As this officer had had a wide 
experience in flying, what do you 
suppose caused the death of him- 
self and his mechanic?” I inquired. 
I was surprised at the Captain’s 
answer. “In the old days of flying 
when machines flew at the rate of 
about 100 miles per hour, older 
men could fly them, but nowadays 
with machines flying at such rates 
of speed as 250 to 300 miles per 
hour, an older man as a pilot is 
not safe. The pilot of such ma- 
chines must be young, in full com- 
mand of all of his faculties, the 
main thing being the closest pos- 
sible coordination between his 
mind and his hands in controlling 
the ship. At a time of emergency 
with these high-powered, high- 
speed flying machines the differ- 
ence of a split second in time 
means the difference between life 
and death.” 

“Tell me,” I then asked, “at 
what age in your judgment, are 
aviators at their best?” His an- 
swer was—from 25 to 30 years 
of age. He said when an aviator 

(Continued on page 86) 
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3 Big Features 
Clinch Sales 


You’re ready to go places when you stock 
bethanized fence. Here’s a fence that gives 
you the jump on the stiffest competition. 


Consider these 3 sales-clinchers: 


l, Every inch protected by a uniform zinc 
armor. It’s the nature of the bethanizing process to 
apply an absolutely uniform zinc coating to wire. We 
couldn’t put on a lopsided coating by this method if we 
tried. Result: no cracks, no thin spots to let weather in. 
Every inch protected. 


2. Not a feather crack even at the wrap- 
jOints. As the 99.99-per-cent-pure bethanized coating 
is applied, it practically becomes a part of the wire 


BETHLEHEM STEEL COMPANY — 
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itself. Bending, twisting, crimping or weaving can’t 
faze bethanized wire. Prove it to yourself by running 
your fingers over the wrap-joints. There’s no trace of 
roughness or even feather-cracking. 


3. Copper-bearing wire—second line of 
rust resistance. Bethanized fence has a second line 
of defense against rust. It is woven of rust-resisting 
copper-bearing wire—wire of the composition which 
impartial tests show to be from two'to two and one-half 
times more weather-resisting than plain steel. Yet 
bethanized fence costs no more. 


You’ll find bethanized fence has what it takes to break 
down the toughest sales resistance. Any one of the 
bethanized features is a powerful reason for buying 
bethanized fence. Added together they make a com- 
bination that’s a real sales-clincher—an outstanding 
business-booster. Try bethanized fence behind your own 
counter. Cash in on its greater selling power 











The 


Future of Builders’ Hardware 





I. J. FAIRCHILD 


‘7 E are now in the midst of a 
marketing revolution. Ad- 
vertising and selling effort 

is rapidly shifting from adulatory 
adjectives to voluntary factual decla- 
rations which form a part of the 
sales contract. Whole industries are 
sponsoring testing and certification- 
labeling plans for the purpose of 
increasing confidence in their prod- 
ucts, expanding markets, and chang- 
ing losses to profits, not through 
the actions of individual companies 
alone, but through concerted co- 
operative action on a_ nation-wide 
basis, generally by trade associa- 
tions. 

In the past it has been customary 
to develop specifications for the 
quality of a product chiefly as a 
basis for contract buying. That is, 
purchasing agents for large rail- 
roads, public utilities, municipalities 
and private companies ask for bids 
on the basis of a definite specifica- 
tion, let the contract to the lowest 
bidder and test deliveries in ac- 
cordance with the requirements of 
the specification as a _ safeguard 
against “chiseling.” In too many 
instances the manufacturer or sup- 
plier looks upon the transaction in 
a “catch-me-if-you-can” attitude, be- 
cause in order to get the contract 
he has been more or less forced to 
cut as many corners as possible. 

*An address delivered before the 
National Ass’n of Contract Builders’ 


Hardware Distributors, Pittsburgh, 
Pa., Sept. 21, 1938. 
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There are many opportunities for 


constructive action which should 


insure increased competitive op- 


portunity, acceptance and stability 


By |. J. FAIRCHILD* 


Chief, 
Division of Trade Standards, 
National Bureau of Standards 


Professional purchasing agents 
also have recognized the limitations 
of this method of buying and have 
come to place reliance for hidden 
quality partly upon specification re- 
quirements and tests, and _ partly 
upon the general reputation and 
standing of the seller. It frequently 
happens that the inferiority of ma- 
terials purchased on _ specification 
is not discovered until after some 
of the delivery has been used, or 
built into a structure. It is also 
customary in many instances to ac- 
cept goods that are inferior in some 
respects if an adjustment in price 
is made. Advahce assurances of 
quality would largely eliminate 
these difficulties which are objec- 
tionable to all parties at interest. 

When all the transactions in a 
given commodity are considered, it 
is obviously much more efficient to 
examine and test the product for 
quality at the source rather than to 
have this examination and testing 
duplicated by or for a large number 
of customers after delivery. 

Another reason is that manufac- 
turers have recognized the demand 
on the part of customers for definite, 
positive, legally-binding assurances 
of quality of the product. A further 
reason is the conviction on the part 
of trade associations that instead of 
each company struggling to snatch 
business away from competitors by 
questionable methods and so help- 
ing to demoralize and destroy the 


industry as a whole, it is better for 
all concerned to elevate the quality 
of the product, to cooperate in im- 
proving consumer acceptance of, 
and reliance on the product, in 
order that the entire industry may 
lift and expand its business to 
higher levels of dependability and 
stability. 

So today the trend is definitely 
toward the voluntary use of grade 
classifications, performance charac- 
teristics, specifications, and _ stand- 
ards for the actual quality of the 
product, as a basis for marketing. 
This refers not merely to sales to 
contract buyers, but to all ordinary 
sales of a given commodity. 

Let us take up from the record 
the case of red cedar shingles which 
are produced by upwards of 250 
mills in the vicinity of Seattle. In 
the prosperous year of 1929 this 
industry found that much of the 
roofing business had been taken 
over by competing products such 
as asphalt composition shingles with 
and without crushed slate surface, 
roll roofings, tin, copper. tile, slate; 
and it found that more than 500 
municipalities had forbidden the use 
of wood shingles within the fire 
limits. The picture was far from 
bright. 

Under the leadership of the Red 
Cedar Shingle Bureau and with the 
cooperation of the National Bureau 
of Standards, grading rules for No. 


HARDWARE AGE 











oe 





ATES UE ERAS 























epson SGQOPS.4 
eS TRY | 


BIG 6 CU. FT. 


| 1939 REFRIGERATOR 
2 WITH HERMETICALLY 
SEALED MECHANISM 


$ 95 
Retail List. Slightly Higher West 
of the Rockies. And a Com 
plete Line of 1939 Freez'r Shelf 
Models at $139.95 to $250. List 
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nay What this industry needs — 
to WHAT YOU NEED—is a QUALITY refrigerator at 
mad x . an ASTOUNDING low price—and HERE IT IS! 
a Regard this 6-foot marvel as a price leader that points the 
ely <3 way to higher priced Freez’r Shelf models. We provide this way 
ade eS for you to ride the wave of the BIGGEST NEWS IN THIS 
aon 3 INDUSTRY—you move into the lead and stay there with this 
et be - ae superlative job. For Gibson dealers say they sell 80% of all 
——— lookers, and believe us, THIS number brings in the lookers! 
the Get inquiry in today—get under the Gibson tent and prosper! 
: by 
al ' GIBSON ELECTRIC REFRIGERATOR CORPORATION ¢ GREENVILLE, MICHIGAN 
to Hi Read "Em and Reap! These Features Sell! Chicago Office: Space 540-B, American Furniture Mart 
ary i m i ‘ ; , Export Office: 201 N. Wells St., Chicago, U.S.A. 
; Eighth-h.p. Gibson Sealed Scotch Yoke Cable Address: Gibselco, Bentley Code 
vn Compressor Mechanism . . . Handsome 
s Hardware, all NEW Design... NEW Sealed 
‘ich All-Steel, Wrap-Over 
250 Cabinet. Every Square d 
. Ss > Ss 6 ve ’ 
In Inch of Shelf Space . .. And Gibson Grows Dollars 
this : Usable; It’s a REAL ve 
‘tie i SIX-FOOT JOB! Where Dimes Grew Before with 
ken ; e 
uch y ADVERTISING THE MOST SENSATIONAL 
vith THAT CLICKS! 
f : 1 
Ace, Localized Newspaper ads N EW RA N G E EV E R SE E N ‘ 
ite ; with YOUR Name Im- > : 
printed, posters, displays It’s a wholly new approach to American 
500 —all these pack a sales . k » 4 E e j } 3 if j li iti 
use wallop which puts more- sookery. .very housewule, every dietitian, 
, ment into this and the every home economist who has seen it has 
fire rest of the Gibson Line! , it! 
ie cheered for it! But, to put smart operators 
Ad in command of a new and huge market. 
Red Thrilling Beauty, Ut- WE’RE NOT TELLING HERE about 
the prt A pep acmges +8 the sales-making artillery incorporated in 
RS Eye-Catchers. Wait this great new money-maker. However. a 
eau "Til You Hear the - ° a ° . : ’ 
No. Smashing Sales Story! word from you brings the details. So Write! 
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1 grade shingles were worked out 
by the industry. These called for 
100 per cent edge grain, 100 per 
cent heartwood shingles that were 
thicker than the cheap shingles 
previously produced. The grading 
rules covered the permissible and 
non-permissible defects, the amount 
of cross-grain, the grading toler- 
ances and glossary of terms. Fol- 
lowing adjustments at a_ public 
hearing and written acceptance by 
a satisfactory majority of produc- 
tion volume and in the absence of 
active opposition, they were promul- 
gated in pamphlet form. The pam- 
phlet served as an official record of 
the standard itself and contained a 
list of acceptors. 


Guarantees Quality 


Through the medium of an in- 
spection service provided by the Red 
Cedar Shingle Bureau, the manu- 
facturers were enabled to place 
upon each bundle of No. 1 grade 
shingles a label which reads as 
follows: 


“These shingles are guaranteed 
by the manufacturer, inspected 
for, certified by Red Cedar 
Shingle Bureau to meet all quality 
requirements of Commercial 
Standard CS31-31 for Red Cedar 
Shingles as issued by the U. S. 
Department of Commerce.” 


In order to maintain the integrity 
of the labels, inspectors from the 
Red Cedar Shingle Bureau are 
authorized to enter the plants at all 
times without notice for inspection 
of shingles so that the right to use 
the labels may be withdrawn in the 
event the grading rules are not com- 
plied with. The quality is such 
that manufacturers are proud of 
these No. 1 grade shingles, and a 
promotional campaign was carried 
on first through the medium of the 
trade papers to retail lumbermen. 
then by means of motion pictures, 
and later (1936) in nine nationally 
known publications reaching the 
architect and home owner. 

The success of the plan for mak- 
ing a high grade product and telling 
the world about it with an unmistak- 
able guarantee is attested by Arthur 
Bevan, then secretary-manager of the 
Red Cedar Shingle Bureau. who 
stated that on September 15, 1932. 
approximately 15 months after the 
standard had been made effective, 
in spite of the depression the Red 
Cedar Shingle group had cleared 
out surplus stocks and were over- 
sold to the extent of 226 carloads. 
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Under this standard, subsequently 
broadened to include Southern Cy- 
press and California Redwood, sup- 
ported by the certification-labeling 
plan, backed by a central inspection 
bureau, the industry has moved 
steadily forward, and many cities 
have lifted the ban on wood shingles 
in residential areas provided they 
are the No. 1 grade and are certi- 
fied by the label. A revision con- 
ference was held last spring leading 
to the fourth edition of this com- 
mercial standard in order to keep 
it abreast of progress in the indus- 
try, and the recommended changes 
have been accepted by the industry 
as Commercial Standard CS31-38, 
effective October 1, 1938. 

I should like to report similarly 
on the fuel oil situation covered by 
Commercial Standard CS12-38, on 
the reduction to five grades and the 
improvement of requirements for 
same now in progress, or of clinical 
thermometers, Commercial Standard 
CS1-32 or Douglas fir plywood, 
CS45-36; gold filled articles, CS47- 
34; or book cloths, CS57-36. To 
date we have assisted industries to 
establish a total of 73 Commercial 
Standards and a number of others 
are in a course of formulation, ex- 
tension or acceptance. 

Today the progressive sales man- 
ager is bringing these grades to the 
ultimate consumer by means of 
labels, advertising and other public- 
ity material. According to C. W. 
Kitchen, assistant director, Bureau 
of Agricultural Economics, a single 
large eastern retail distributing or- 
ganization for canned fruits and 
vegetables is reported to be using 
nearly 200,000,000 grade labels this 
year. About 70 per cent of these 
are for grade C, which shows that 
grade labeling does not tend to 
eliminate grades lower than the top. 
The list of items marked or invoiced 
on grades for the benefit of the 
buyer now includes meat, poultry, 
eggs, lumber, plumbing fixtures and 
other building materials, blankets, 
sheets, binders board, and_ other 
items too numerous to mention. 


Response Gratifying 


The consumers’ response to these 
voluntary disclosures and the as- 
sumption of responsibility for grade 
or quality has been very gratifying 
and stabilizing in its effect on the 
businesses concerned, and in some 
instances has brought an industry 
out of the depths of discouragement 
and despair into the sunlight of 
virility and prosperity. 

Your industry is not a stranger 
to standardization. You will recall 


that as a result of an _ intensive 
study, Simplified Practice Recom- 
mendation No. 18 was issued as 
effective January 1, 1925, recording 
a reduction of the variety of 
builders’ hardware. Later a recorded 
standard of industry was released 
under the title of Builders’ Hard- 
ware (Non-Template), Commercial 
Standard CS22-30, which was effec- 
tive June 1, 1930, and included 
standard finishes, nomenclature, 
rules for hands of doors, as well as 
other general rules, and the stand- 
ard types and sizes. This standard 
is now under consideration in the 
standing committee for revision to 
bring the standard finishes and 
other standard rules up to date and 
to eliminate standard types which 
seem to be fairly well covered by 
the various Federal Specifications. 
Another similar standard was estab- 
lished for Builders’ Template Hard- 
ware, Commercial Standard CS9-33. 
Although your industry has thus 
cooperated fully in the establishment 
of some of the basic standards, it 
must be admitted that in compari- 
son with other industries, there has 
been little “follow through” and 
many untouched opportunities con- 
tinue to invite optimistic attack. 


Opportunities for Action 


Among the opportunities for con- 
structive cooperative action which 
surround the builders’ hardware in- 
dustry, a few stand out as warrant- 
ing early attention. One is the job 
of carrying forward the work well 
begun on standards. Standard 
finishes should be brought up to 
date, standard nomenclature, defi- 
nitions, practices, and dimensions 
for interchangeability should be 
drafted which will reduce the cost 
of application of builders’ hardware. 
The importance of this has been 
demonstrated by the growing de- 
mand for tubular locks and cylin- 
drical case locks. It seems to me 
that this points the way to oppor- 
tunities for the entire industry, for 
example, to standardize the overall 
dimensions of lock cases for 13 in. 
wood doors to permit the mortising 
of these doors at the mill, leaving 
only holes for spindles, cylinders, 
and keys and the mortises for fronts 
and strikes to be cut on the job. 

Next to the establishment of 
standards, the most important op- 
portunity for group action lies in 
the direction of identification of 
items complying with standards, for 
example, the standard finishes, 
standard templates, standard mor- 
tises, and compliance with Federal 

(Continued on page 80) 
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pari- Engineers and specification writers for Glynn- 
has Johnson door holding devices, stands the 
and achievement of fourteen years pioneering in 
con- this specialized field. The original products 
and improved designs developed are used in 
foremost buildings everywhere. 
YNN-JOHNSON DOOR H CES ican 
7 GL JO OLDING DEVI @ The complete G-J line includes door holders, 
iii EARN APPROVAL AND RECOMMENDATION bumpers, friction adjusters, silencers, roller- 
hich FROM OSE OPINIONS OF latches and transom stays. All are designed to 
» in- MEN WH INI FINE fill every possible need for controlling doors, 
-ant- QUALITY ARE HIGHLY VALUED. transoms and casement windows. 
= © @ A request on your letter-head will promptly 
we ° 
s bring our complete catalog. 
lard Security Door Holder 
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» to Ss ik een , 4 sturdy door holder made 
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cost plcement Seid Two muppers or iat. Standard Giided © Made of ‘bronze alloy of excess 
are. less. Packed 6 in box. Black. Packed 6 in box or 13 strength. The exclusive G-J 
in display carton. threaded-in rubber shoe replace- 
een able without removing holder 
de- from door is a feature. Holds 
: door at any desired angle. Held 
ylin- upright by fool-proof enclosed 
me action. Also available in cast 
bronze, brass or nickel bronze. 
por- Four numbers handle doors with 
floor clearance of 51%” or less. 
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“Lo the Boys in the House” 





LESTER H. DODSON 


HIS letter is addressed to 
that boy out in the House 
who, for some reason or 
other, may have become discour- 
aged, restless and uneasy about the 
future, to one who might be 
tempted to run off after false idols 
in the form of temporary lucrative 
employment. The writer has not 
by any means become successful 
in so far as this world’s goods is 
concerned, neither has his cup of 
knowledge run over, but because 
he has lived long enough to make 
some observations and because he 
too, at an earlier period, experi- 
enced the emotions alluded to here- 
in, this letter is being written. The 
sole purpose of which is to try to 
save you some of the pains and 
heartaches that have been the lot 
of scores of former employees of 
this and other companies, the ma- 
jority or about nine out of every 
ten come back begging for jobs. 

Between the ages of 17 to 30, a 
young man usually determines his 
business character. Whether he 
will be a day laborer at 40, or a 
public or private charge at 50 to 
60, or whether he will be earning 
a nice income with prospects of 
later years of enjoyment, depends 
largely upon the business charac- 
ter building that goes on during 
these years. 

Naturally, a good education is 
considered a decided asset, al- 
though in some cases it might and 
does prove to be a hindrance to 
rare individuals, but the point we 
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Some worthwhile advice that can 
be used to decided advantage by 
any young man in any hardware firm 


By LESTER H. DODSON 
C. M. McClung & Co. 


Knoxville, Tenn. 


wish to make here is, if a man has 
a full vision of his life’s work and 
guts enough to consistently battle 
his way toward that goal, then he 
will acquire the needed knowledge 
despite the many difficulties en- 
countered along the way. 

Most of the boys in the House 
have already acquired all the 
schooling they will ever have. 
However, they have only begun to 
acquire knowledge if they are to 
go places in the business world. 
Each individual line of business 
has its peculiarities and these must 
be mastered and more, if one is 
to have any measure of success. 
We will not be content with know- 
ing about our “job,” we will ac- 
quaint ourselves with every phase 
of the business, we will “know” if 
it takes sacrificing our pleasures, 
our time off duty or what not. The 
beautiful part of it is that the field 
is still uncrowded. The fact re- 
mains that there are so few who 
have what it takes, in other words, 
are not willing to pay the price. 

The trouble lies in lack of mas- 
tery over self, lack of will power, 
elsewhere called lack of guts. If 
we are really anxious to get along 
in this world and want to face 
facts, whether they are complimen- 
tary or not, in other words, if we 
want to find out just what or who 
is to blame for our not getting on 
in this world, just pick out the 
largest full length mirror you can 
find and scrutinize yourself, for 
nine times out of ten, it is our 
own fault. 


Strange to say, the very com- 
mendable characteristics that go 
a long way toward making you a 
success can also be the factors in 
your downfall. For instance, if 
you make the enthusiasm, buoy- 
ancy and never-say-die spirit of 
youth work in the right channels 
all is well. Because the person 
who is able to retain these factors 
and at the same time acquire the 
poise and dignity that comes with 
knowledge and experience can 
never be stopped from reaching 
his goal. 

But when we allow doubts and 
fears to seep into our thought 
channels, it isn’t long until we can- 
not think straight about anything, 
which condition is absolutely fatal 
to ambitions and ideals. 

There is but about one boy out 
of every ten in this or any other 
business who will ever be any- 
thing more than a follower, never 
a leader. At least that is the gen- 
eral average. Moving your place 
of employment does not change 
character, does not make race 
horses out of plow horses, neither 
does it transform terrapins into 
rabbits. If you are not willing to 
pay the price here, you will not 
pay the price anywhere as a rule. 

The word “think” is displayed 
throughout our building on large 
placards. How seldom do we 
notice them! Yet that is the secret 
of any man’s success, whether or 
not he was able to think straight, 
think out in the future, ahead of 
the other fellow. 
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A Plan with 
a Bite in it / 


There’s nothing namby-pamby 
about that Sherwin-Williams 
| DY-¥-0 (=> a-tae BY -T-U Om Care fo] am 1bt-} ae) al-Me) o)[-1el: 
—to give each and every Sherwin- 
Williams dealer the biggest bite of 
profits in the paint business. And 
it’s doing just that in thousands of 
paint, hardware and lumber stores 
flying the S-W flag. 

No matter what paint you sell, it 
will pay you to get the facts about 
this Deal. And it will cost you noth- 
ing. Just write to The Sherwin- 
Williams Co., Cleveland, Ohio and™ 


principal cities. 


Suerwin-Wittiams 
Paints 








We Know Youre Busy! © 
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business still more! Nor yet to learn 
how you can make more money sell 
ete Mm oloebelt 

That's why it will pay you to take 
time-out’ and drop us a letter asking 
for all the facts about our 1938 Dealers 
Deal— the greatest and_ hardest-sell 
ing point-of-sale merchandising and 
advertising program in the paint in 
dustry. Act now! Write to The Sherwin 
Williams Co., Cleveland, Ohio and all 


principal citie 


SHERWIN-WILLIAMS PAINTS 
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New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages— New Colors — Catalogs 


“Kitchen Boy” Mop 


Maker states this new type mop is 
quickly and easily inserted in any or- 
dinary mopstick and because of its spe- 





cial knitted construction is easily laun- 
dered and may be stored with other 
linens in cabinet or kitchen drawers. It 
has no strings and lies flat. Made 
especially for linoleum, tile, and other 
modern floors. When slightly moist- 
ened it is said to remove dust and spots 
from waxed floors leaving them clean 
and shiny. Each mop is individually 
packed in a blue and white display 
carton. Suggested retail price is 59 
cents. Knit Goods Specialty Co., Chi- 
copee Falls, Mass. 





“Beaten Path” Mouse Trap 


New in design and attractive in ap- 
pearance. It is easy to bait and set 
without danger of catching fingers. Sets 





itself automatically by simply raising 
the wire jaw and dipping the front of 
trap downward. Bait trigger is sensi- 
tive to slightest touch of rodent. Retails 
for 10 cents. Packed in gross and half 
gross corrugated fiber shipping case, 
containing 12 cartons of 12 traps each 
in gross cases and six cartons of 12 
traps each in half gross cases. A. W. 
Drake Companies, 540 Security Bldg., 
Pasadena, Calif. 


Zine Corners And 
Frame Strips 


The use of these individual corners 
and frame strips on asbestos siding 
jobs, according to the manufacturer, 
Dobule Grip Brass Clip Co., Ko- 
komo, Ind., eliminates the difficult task 
and time required in fitting siding at 
the corners as well as along window and 
door frames. No filing or sanding re- 





quired at corners or window and door 
frame. Each course of siding requires 
one individual zinc corner and also one 
frame zinc strip. Each corner hooks 
on to the bottom edge of the siding 
shingle and extends upward more than 
the entire width of the siding, allow- 
ing a nail to be placed above the top 
edge of siding to keep zinc corner from 
sliding down. The next course of sid- 
ing laps over the upper end of zinc 
corner covering the nail placed there. 
Complete information about this item 
is available in an attractive folder. 


Casco Electric Razor 

According to the manufacturer, the 
Casco “75” introduces a new principle 
in electric shaving. Its  self-starting 





brush-type motor turns rotating blades 
in the shearing head at a greatly in- 
creased speed. Because of this speed, 
it is said, the Casco removes whiskers 
instantly and without pressure or pull. 
Motor runs on 110-volt current, AC 
or DC and without radio interference. 


Bearings are sealed in oil. Has gray 
leather pouch and is packed in blue and 
silver display carton. List price, $10.00. 
Casco Products Corp., Bridgeport, Conn. 





Cabinet Ice Cream Freezer 


“Frigidete” is streamlined to resem- 
ble an electric refrigerator in appear- 
ance. Has close top, square tub freezer 
finished in white enamel. Offered in 
three sizes, 2-quart, 4-quart and 6-quart. 
There are sufficient ice cubes in the 
modern electric 6-cu. ft. electric refrig- 
erators to pack the 2-quart size. Freez- 
ers have rubber feet. Conco Engineering 


Works, Mendota, Il. 
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THEIR SEPARATORS TURN 
OUT VANISHING CREAM 


Cream is cash in FARM JOURNAL house- 
holds. Cash that buys vanishing cream, 
varnish and a vast assortment of other 
things. For America’s farm families produce 
nearly eight billion dollars’ worth of crops 
in order to buy, for cash, a large proportion 
of all manufactured goods. 


FARM JOURNAL is geared editorially to the 
money-conscious news-minded farm family. 
National in scope, concise as farm readers 
like it, timely as no other farm magazine 
can be because if prints and delivers on a 
four day writer-to-reader schedule, FARM 
JOURNAL shapes the producing, selling, 
and buying plans of 1,400,000 modern 


farm families. 
















The result is intense reader interest which 


p 
4 Yj , e ey 
y w | /, creates immediate and profitable response 
, Yh_| f / f to your sales story. 


$—T FARM JOURNAL 


ij yy (Washington Square, Philadelphia 
yf WY) Reaches 1,400,000 Families 
Wy 


Whose Crop is Money 
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Razor-Back Shovels 


The selection of Razor-Back shovels, 
introduced a year ago in four items 
has been increased to 14 items, The 
Union Fork & Hoe Co., Columbus, Ohio, 


announces. In addition to the original 
No. 2 size standard Razor-Back, the 
1939 line includes No. 3 and 4 sizes of 
Square Point shovels, ditching and 
spading shovels, irrigating shovel, rice 
shovel, and garden spades. All items 
embody the Razor-Back principle of 
having a 60 per cent thicker backbone 
of steel extending full length from the 
cutting edge to the upper part of the 
socket, designed to increase the strength 
and wear-resistance of the shovel with- 
out adding weight. In addition to a 
gold band down the center of each 
shovel, calling attention to the center 
“backbone,” a special label is being 
attached to the back of the blade, pic- 
turing and describing this patented 
feature. For further identification the 
wood preservative which covers their 
ash handles is covered brilliant red. 


Peerless Stoker 


Has positive automatic controls to 
hold fire, regulate temperature and to 
prevent overheating; automatic air and 
draft control; continuous feed gear 








transmission; three rates of coal feed; 
completely enclosed mechanism; rub- 
ber-insulated hopper, and rubber-cardle- 
mounted motor. Streamlined cabinet is 
finished with automatic lacquer. Cab- 
inet model is made in three sizes up to 
25, 60 and 100 |b. per hour. Hood 
sound-proofed for quiet operation. 
Peerless Mig. Corp., Louisville, Ky. 


Air-Cooled Electric Hoist 
The Yale & Towne Mfg. Co., Phila- 


delphia, Pa., division, has announced a 
“Cable King” wire rope electric hoist 
which it states has an exclusive air- 
cooling feature. Fins, simulating a 
Sirocco blower, are cast in the brake 
drum in the line of the air stream. As 





the load is lowered, the fins revolve, 
producing an air circulation and cooling 
action that forces a constant flow of 
cool air around the brake and gear 
housing. To provide free circulation 
of air, vents are provided in the bottom 
of the housing. 


Lead Head Nails 


These nails are suitable for corru- 
gated, y-crimp or any “special” two- 
drain style of metal roofing. They are 
said to be made only from soft virgin 
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lead. In an attractive new folder, the 
Dickson Weatherproof Nail Co., Evans- 
ton, Ill., presents the standard Dickson 
lead head nail and the screw shank 
lead head nail. The folders are avail- 
able for dealer distribution and con- 
tain space for dealer-imprint. 


Lawn Mower Display Stand 


To stimulate sales of its new alumi- 
num lawn mower, the Great American 
Meteor, the Pennsylvania Lawn Mower 
Works, Primos, Pa., are offering a dis- 





play stand which can be used either as 
an interior floor display or as a sidewalk 
display. Stand is approximately waist 
high. A five-color poster is fitted be- 
tween the uprights. One side of poster 
tells the story of the Meteor and the 
other side outlines the features of the 
Pennsylvania line in general. Boxes on 
the uprights contain folders for con- 
sumer use which are supplied in quan- 
tity with each stand. Regular price 
of stand is $4.50 but it can be obtained 
free by ordering three Great American 
Meteors. 


Portable Dog Kennel 


For house, yard or travel. Made of 
genuine Masonite Presdwood, the ken- 
nel is said to be snug, well ventilated, 
weather and vermin-proof. It is light 
and durable and easy to clean with 
soap and water, inside and out. Floor 
is raised one and a half inches. Has 
rust-proof, plated grilled door, handle 
and hardware. Walnut finish. Made 
in five sizes to accommodate different 
breeds. Suggested retail selling prices 
from $5.95 to $19.95. Dealer’s discount, 
40 per cent. Myles Standish Crafts, 
407 E. Fort St., Detroit, Mich. 
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Oakite Display Box | 
shies Reins tae. 05 Henle | How About These Homecrafters? 








ical New York City, is using a special 
— shipping display box and a free gift 
yond sales offer to promote sales of Oakite. 
dis- 
All elements of the campaign, including 
Be packages of the product, gift silver 
a cleaning plates and a display broadside 
are packed in a special shipping dis- | 
play box made by The Hinde & Dauch | 
Paper Co., Sandusky, Ohio. The ship- 
ping box is transformed quickly and 
Be easily into a counter display stand. 
— 3 Top —_ a up and back : show 
. 4 Santa Claus offering a silver cleaning Th 4 fe | 
= ey plate free with purchase of two pack- = et 
be. Re ages of Oakite. Free gifts are left in 
en Bt the display where they serve as a re- e A R N E ye 
the 22 minder to salespeople to wrap one with | 
the each two-package sale. Packed at top 
of box is a colorful, printed poster for YP C/ A 
a wall or window display. ape t* ot 








con- 
yan- | 

ee Combination 

me Lawn And Garden Rake 

ae “Rex”—teeth are nested in handle to 

ar i elie oe goa The Winter Sports Season — 

_ yr oops errs yea means skating and skiing for some of us, a song or two by 
bg injure lawn, J. A. & P. W. Gunderson, the fire for others, and maybe poker or pinochle for a few; 
ted, a But for the average Homecrafter — 
= | it means but one thing, a return to the favorite pastime 
joor of planning and producing everything from doll houses 
Has to dinghies in the “shop” at home. 

- | And right there is where you Hardware Dealers come 
wait in —and come in for a nice bit of profit too, provided 
ices you have included a good supply of Behr-Manning Garnet 
_ | products in your stock of Homecraft Tools. For — after 

“ all —a doll house, a table or a book rack just can’t be 


properly finished without the right coated abrasive — and 
suffice it to say that no accomplished wood-worker or 
| artisan would ever use Flint if he could possibly get 
| Garnet. 

So, speaking of dinghies, the present trend may show you 
to be “missing the boat” completely if you aren’t carrying 
a reliable line of Garnet coated abrasives. 
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Apartment House Refrigerator 


No. A-378 is a 3.24-cu. ft. model 
with porcelain top at working height. 
Freezer shelf inside provides great freez- 
ing capacity on the shelf itself, as well 





as creating extra room below it for tall 
bottles, canned and bottled foods, pack- 
ages, meats, etc. Height is 34% in.: 
width, 235% in., and depth, 25 in. Di- 
mensions of food compartment: height, 
18 3/16 in., 19% in.; depth, 16 1/16 in. 
Gibson Electric Refrigerator Corp., 
Greenville, Mich. 


Ventilating Lock 


The Danziz Ventilock is adjustable so 
that windows open for ventilation can 
be locked in place thereby affording 














protection against marauders. Maker 
states it does not damage the window 
sash. Suggested retail selling price, 35 
cents. G. Danziz Co., 111 E. 12th St., 
New York City. 


“Retail Sales Diary” 


An unique diary with a sales tip a 
day for every day by B. C. Forbes has 
been published by the B. C. Forbes 
Publishing Co., 120 Fifth Ave., New 
York City. Called the “Retail Sales 
Diary,” it is designed for store heads, 
retailers or those distributing through 
retailers to present as an Xmas or New 
Year’s gift to retail salesmen. Single 
copy is 35 cents. Quantity prices avail- 
able from publisher. 
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Super-X Shell 


The Western Cartridge Co., East Al- 
ton, Ill., has announced the addition 
of a new .410-gage shotgun shell to its 
line of slug loads which already em- 
braces the 12, 16 and 20 gages. Loaded 
in the 2%4-in. case, this slug of bullet- 
shape design with round nose, external 
sides and hollow base, weighs approxi- 
mately 1/5 of an ounce. Shells have 
progressive burning smokeless powder 
and non-corrosive primers. Have muz- 
zle velocity of 1470 ft. and energy of 
460-ft. lb. Five shells are packed in a 
small box and five boxes to a carton. 


Homelawn Power Mower 


Of pressed steel construction, making 
this mower both light weight and strong. 
Motor is the Briggs & Stratton 4-cycle, 
%-hp. motor equipped with an oil bath 
air cleaner. Driving mechanism is sim- 
ple with no clutch and no complicated 
wearing parts. A _ rocking grooved 


sheave, manually controlled from the 
handle, engages and disengages the 





V-belt. Drive chain operates both reel 
and traction, making it a self-propelled 
mower. Manufacturer recommends the 
18-in. mower of lawns of one acre or 
less and the 2l1-in. size for lawns of 
one or two acres. Suggested list price 
of the former is $84.50 and of the 
latter, $98.50. Toro Mfg. Corp., 3042 
Snelling Ave., Minneapolis, Minn. 





Retail File Units 
The Nicholson File Co., Providence, 


R. I., has announced two new self-ser- 
vice merchandise units, Nos. 46 and 56, 
similar in construction and appearance 





to Unit No. 66 introduced a year ago 
to promote the sale of individually 


Cellophane wrapped files. The new 
units, however, contain 46 and 56 files 
respectively. Files in all units are in- 
dividually wrapped in Cellophane for 
protection against damage from rust 
or exposure. Refills wrapped in the 
same manner are always available. 
There is no charge at any time for the 
container or Cellophane wrapping. 
Manufacturer states assortments have 
been carefully chosen on the basis of a 
nation-wide survey among hardware 
stores. Dealer’s cost of No. 46 is $7.84; 
of No. 56, $9.09 and of No. 66, $11.41. 
Selection of proper file is made easy for 
customer by plainly labelled compart- 
ments for each type and size. Space 
is left for dealer to indicate his own 
prices. 


Gas Range Catalog 


The Caloric Gas Stove Works, Tren- 
ton Ave. and Tioga St., Philadelphia, 
Pa., have issued their catalog No. 39, 
presenting the complete line of Caloric 
gas ranges. 








Universal Irons 

No. 739—580 watts. Heat indicator 
is covered with heat-proof glass and 
reads: cold, ironing range, hot. Round 
heel irons backward as easily as for- 
ward. Chromium plated and has ma- 








hoganized handle. Weighs six pounds. 
No. E786—800 watts. Has finger heat 
control, easy-grip Bakelite handle and 
is chromium plated. For a. c. only. 


Weighs six pounds. Landers, Frary & 
Clark, New Britain, Conn. 
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CLOVER 


Quality and Service Since 1907 


ABRASIVE-COATED PAPERS «CLOTHS 
GRINDING «* LAPPING COMPOUNDS 


CLOVER MFG. CO. Norwatk, Conn. 











Baldwin's 
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The € Driginal 


Featherweight 


sXolCohwalam Mr uvolalelalecolaMrMial-m ol lolal-t-1ani folie 
weight and is famous as the leader in the 
as lightweight class. It satisfies a definite de- 
mand the world over for a lightweight shovel. 
ist ma ol (olel MET Mm colce[-to MB iseluMmalle Limmaeldolols 
rt i-t-1 oh Mey of Yello] Mol alo] ZI. Mmolil¢ Malte] ME (a-teli-1e) 
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ness without brittleness. 
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LIGHT IN WEIGHT MoaloMalolatel(-t mile Lila daleloM a7 ol-Meslilelamarelile l(t: 
BUT HEAVY IN the famous Armor-D handle. Labels are 

QUALITY die pressed into the wood. 
For years Baldwin's Monongah has been 


the leading featherweight shovel. 
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AMES BALDWIN WYOMING CO. 


PARKERSBURG, W. VA. NORTH EASTON, MASS. 
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MERCHANTS MAY OBTAIN SIMPLIFIED 
AGAINST INTERRUPTED BUSINESS LOSSES | 


The fire insurance companies 
are now offering a new, simpli- 
fied form for protecting mer- 
chants against loss resulting from 
interruption of business caused 
by destruction or damage by fire 
occurring on premises occupied 
by the insured. This form of 
contract, labeled, “Business In- 
terruption Insurance,” is also 
widely known and frequently re- 
ferred to as “Use and Occupancy 
Insurance” or “Prospective Earn- 
ings Insurance.” In_ practical 
application the function of the 
“Business Interruption Insurance” 
is to indemnify the owner of a 
business against a reduction in 
earnings resulting from interrup- 
tion of business caused by fire. 
Similar protection can be ob- 
tained against loss of anticipated 
earnings caused by other insur- 
able perils such as windstorm, 
explosion, and riot. 

In the new form the undex- 
writers have materially simplified 
the coverage provisions, partic- 
ularly in relation to determina- 
tion of the amount of insurance | 


INSURANCE 


necessary for the merchant to be 
fully indemnified. This has been 
achieved by basing the amount 


of insurance upon a percentage | 


of annual gross earnings, which 
are defined as total net sales less 
cost of merchandise sold, plus 
other earnings derived from 
operation of the business. 
measure of recovery under the 
new form is the reduction in 
“gross earnings” resulting from 
the interruption of business less 
any charges and expenses which 
do not necessarily continue dur- 


ing the period of interruption. | 


The old distinction between “or- 
dinary payroll” and “executive 
payroll” has been eliminated. 
The number of “exceptions” and 
“exclusions” is lessened. 

The result is a form free from 
ambiguity and more easily com- 
prehended. Use of the new form 
is optional. While forms previ- 
ously in use, and still permitted, 
may in some cases more ade- 


| quately serve, the new form is 
worthy of serious consideration. 








TRACY-WELLS CO. MAKES 
DEPARTMENTAL CHANGE 


R. C. Hager, gene:al manager, 
The Tracy-Wells Co., Columbus, 
Ohio, has announced the appoint- 
ment of John G. Brooks to head 
the sales contest and premium 
division of the company, effective 
Jan. 1, 1939. This department 
will be reorganized and known 





JOHN G. BROOKS 


; as the 


| tration, 
| merchandising. Previously he had 
| been secretary to the president 
of the Commonwealth Edison Co. | 
| of Chicago. 


| rugating Co., 
' Virginia, has been launched at | for air-conditioning systems. 


Commercial Expansion 
Institute, a division of the com- 
pany with Mr. Brooks as gen- 
eral manager. Introduction of 
new ideas in contests, new cata- 
log developments, and enlarge- 
ment of the merchandising and 
sales force are expected to follow 
the appointment. 

Mr. Brooks resigned as of Dec. 
1 from the Zenith Radio Corp., 
Chicago, where he was assistant 
to Commander E. F. McDonald. 
Jr., president of Zenith. There 
he was in close contact with 
many of the problems of adminis- 
management, sales and 


WHEELING CORRUGATING 
BUILDS ST. LOUIS PLANT 


Construction of a _ 130,000 


building for the Wheeling Cor- 
Wheeling, West 


The | 


pany feels activity among users 


has shown a marked 
over recent months. The two- 
| story office section will be char- 
acterized by distinctive modern 
lines, with four large show win- 


dows equipped with turntables | 


for revolving displays. Glass 


| the facade. The building will 


| ties. 


NEW ASST. SALES MANAGER 
FOR BUFFALO BOLT CO. 


Lawrence L. Hurd has been 
appointed assistant sales man- 
| ager for the Buffalo Bolt Co., 
Tonawanda, N. Y. Mr. Hurd, a 
| graduate of Phillips Exeter Acad- 
emy and the Yale 
Scientific School has been asso- 


| 





LAWRENCE L. HURD 


of ‘the Buffalo Bolt Co. 


| ciated with the sales department 
| number of years. 


| 


AIR FILTER RESEARCH 
AT MELLON INSTITUTE 
| The American Air Filter Co., 
Inc., Louisville, Ky., has estab- 
| lished an industrial fellowship 


| in the Mellon Institute, Pitts- | 
sq. ft. warehouse and office! burgh, Pa. This fellowship will 


| investigate broadly material of 
value in the construction of filters 


St. Louis, Mo., where the com- | 


of building materials, wire, fenc- | 
| ing, and other Wheeling products | 
increase | 


block will be used extensively in | 


have special truck loading facili- | 


University | 


for a/ 


JOINS BEHR-MANNING 
SERVICE ORGANIZATION 
W. M. (Jack) Welker has be- 
| come associated with the Behr- 
| Manning Corp., Troy, New York, 
and will be available for service 





W. M. WELKER 


in connection with coated abra- 

sives for use on rental sanding 
equipment of hardware and paint 
dealers. Mr. Welker will make 
his headquarters in Chicago. 


ADAMS AIDS INLAND 
STEEL CO. SALES 


Avery C. Adams has been 
appointed vice-president and as- 
sistant general manager of sales 
of the Inland Steel Co., 38 S. 
Dearborn St., Chicago. He will 
be in charge of the sale of all 
Inland’s sheet and strip steel 
products. 
| Prior to this appointment, Mr. 
| Adams was manager of sales, 
| sheet division, Carnegie-Illinois 
Steel Corp., Pittsburgh. Previ- 
ously he had been vice-president 
|in charge of sales for the 

General Fireproofing Co., 
| Youngstown, Ohio, and he was 
| associated with the Republic and 
| Trumbull Steel companies. 





| NEW ENGLAND DISTRIBUTOR 

FOR HARDWARE CLOTH 

The Northwestern Steel & 
Wire Co., Sterling, Ill., has ap- 
pointed Gunn-Alkon, Inc., 207 A. 
St., Boston, Mass., as sales agents 
for its line of hardware cloth in 
| the New England states. 
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CURTIS HEADS BRIDGEPORT | 
HARDWARE MFG. CORP. 


Harry B. Curtis who since | 
1902 has been connected with 
the Bridgeport Hardware Mfg. 
Corp., Bridgeport, Conn., was | 





WILLIS F. HOBBS 


| experience 


| later as 


business relationship with the 


| late E. N. Sperry, later purchas- 
ing his interests and formed the| a base of concentric rings ol | 


Mr. Hobbs then entered into | 


: | 
in charge of sales for the glass | 
concern. The award is a slender | 
plate glass “trilon” mounted on 


Bridgeport Hardware Co. which | solid glass. 


in 1902 was reorganized as the 
Bridgeport Hardware Mfg. Corp. 

Mr. Curtis was in the banking 
business in Bridgeport 
obtaining his first manufacturing 
in connection with 
the International Silver Co. In 
1902 he became associated with 
the Bridgeport concern serving 
at first as secretary-treasurer and 
treasurer 


LIBBEY-OWENS-FORD 
RECEIVES AWARD 


The Libbey-Owens-Ford Glass 


| Co., Toledo, Ohio, was presented 


with the first annual “award of 
merit for outstanding industrial 
accomplishments during 1938” 
by the National Glass Distribu- 


| tors Assn, at the opening session 


elected president of the company 
at a recent meeting of the direc- 
tors. Willis F. Hobbs who has | 
been president of the company 
since its inception kecame chair- 
man of the board of directors. 
Harold W. French, who has been 
assistant treasurer and export | 
manager was elected vice-presi- | 
dent of the company in charge 
of export business. | 
John F. Windsor, was elected | 
treasurer of the company suc- 
ceeding Mr. Curtis. Mr. Windsor 
has been secretary for several | 
years. He is succeeded by | 
Anneta G. Ryan, who was elected 
secretary and auditor. 
Elected as directors at 
annual meeting of stockholders, | 
preceding the directors’ meeting | 
| 


the 


were Mr. Hobbs, Mr. Curtis, 
Sumner Simpson, Mr. French, | 
Mr. Windsor, Raymond FF. | 


Bryant, and Miss Ryan. 

Mr. Hobbs is a member of the 
Harpware Ace Fifty Year Club. 
He went to Bridgeport in 1880 
and with Samuel R. Wilmot 
established the American Belt 
Tin and Tube Co. and a partner- 
ship under the style of Wilmot, 
Hobbs & Co., which later became 
the Wilmot & Hobbs Mfg. Co. 
The business grew to be the 
American Tube & Stamping Co., 
now operated as a division of the 
Stanley Works in Bridgeport. 
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of its 24th annual convention in 
Chicago, Nov. 30. Wallace F. 


having full | 
| charge of sales for many years. 


before | 


| 


VISCO CHEMICAL MOVES 
TO CINCINNATI | 


The Visco Chemical Products | 
Co. of Cleveland, Ohio, has 
moved to Cincinnati, that state, 
as a distinct and separate sub- 
sidiary of The American Prod- 
ucts Co. of Cincinnati. Visco is 
now located in a modern day- 
light factory. It manufactures 
furniture polish, sewing machine 
oil, liquid wax, metal polish, 
moth proofer, aluminum paint, 


| shellac lighter fluid and 26 other | 


| 


Bennet, president of the associa- | 
tion, presented the award to G. | 
P. MacNichol, Jr., vice-president | 


items. | 

Robert B. Mills, general man- | 
ager of Visco, reports that the | 
company’s business is being car- 
ried on in Cincinnati in exactly | 
the same manner as it was con- 
ducted in Cleveland. He said | 
that the new merchandising | 
plan calls for the gradual in- 
corporation of the American 
company’s best selling hardware 
into the Visco line. 








JONES & LAUGHLIN APPOINTS HERRON 


MANAGER OF WAREHOUSE SALES | 


A. W. Herron, Jr., has been | Cincinnati for a number of years. | 
appointed manager of warehouse | 
sales by the Jones & Laughlin | 


Steel Corp., Pittsburgh, Pa. 


He | Timberlake, 


Mr. Herron is succeeded as 
manager of wire sales by J. E. | 
who started with | 


has been manager of wire sales Jones & Laughlin in 1919 and | 


since 1935, and prior to that had | has been in the wire sales de- 
| been district sales manager at | partment since 1935. 





A. W. HERRON, JR. 


J. E. TIMBERLAKE 





LINDBECK JOINS 
WOOSTER BRUSH 
H. T. Lindbeck, creator of the 
Lindbeck angular brush line of 
The Wooster Brush Co., Wooster, 
Ohio, is now associated with the 


’ 





H. T. LINDBECK 


company as consultant and origi- 
nator on its line of mechanics’ 
tools. Mr. Lindbeck is a master 
painter and a well-known con- 
tributor to trade journals on the 
use and care of brushes. 


SMALL BUSINESS MEN’S 
ASSN. SEEKS WAGNER ACT 
CHANGES 

The National Small Business 
Men’s Assn., Akron, Ohio, has 


announced it has undertaken a 
nationwide drive for changes in 


| the Wagner Labor Relations Act 


and has ‘invited every business, 
trade and professional organiza- 
tion in the country to join forces 
with it. A two-way move to im- 
press upon Congress how Amer- 
ican business, its employees and 
customers feel about the Wagner 
Act, is now being carried for- 
ward. The Association is spon- 
soring meetings of employers with 
their Congressmen, at which first- 
hand information about the 
operation of the act as it stands 
is being given the law-makers. 
By this means it is expected to 
arm the Congressmen with data 
they have never had before and 
which they can use as a guide 
when the measure comes before 
them next year. 
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NASH-KELVINATOR ESTABLISHES 
SALES TRAINING SCHOOL 


At the annual convention of 
distributors of the Kelvinator Di- 
vision, George W. Mason, presi- 
dent, Nash-Kelvinator Corp., De- 
troit, Mich., announced that his 
company would establish a Na- 
tional Salesmen’s Institute for 
better training of selling repre- 
sentatives of the Kelvinator Di- 
vision. Major effort will be 
directed toward the teaching of 
fundamentals of selling so that 
salesmen will not only be better 
salesmen of Kelvinator products, 
but better able to sell any prod- 
uct. 

Sidney Edlund of New York 
City, author of books on selling 
and business success, teacher, 
salesman and former head of sev- 
eral nationally known companies, 
has been engaged to head the 
Institute as president. The In- 
stitute will consist of a director, 
a number of regional representa- 
tives and a congress of leading 
salesmen, the latter to be chosen 
annually from among Kelvina- 
tor’s outstanding salesmen. They 
will be paid for their services. 

The training courses will be 
prepared jointly by executives of 
the Institute and salesmen in the 
field, for the ideals of all selling 


men in the organization will be | 


solicited. Untried selling theories 
will not be used and only ideas 
which have been tested and 
proved successful will be includ 
ed. Headquarters of the Institute 
will be maintained at the Kel- 
vinator offices in Detroit. 

More than 350 distributors at- 
tended the two-day convention. 
The “Silver Jubilee Year of Re- 
frigeration,” which will be cele- 
brated throughout 1939 to mark 





Henry W. Burritt (left), vice-president of Kelvinator in charge of 

sales, greets Sidney Edlund, noted sales training counsellor, who 

has been named president of the company’s new National Sales- 
men’s Institute. 


the 25th anniversary of Kelvina- 
tor in the domestic electric re- 
frigeration field, was launched. 
Distributors viewed the new “Sil- 
ver Jubilee Kelvinators,” new 
electric ranges, washers, electric 
water heaters, ironers, com- 
mercial and air conditioning 
equipment, stokers and oil burn- 
ers. 

Vice-President Burritt was 
chairman of the convention, and 
speakers included President Ma- 
son, R. C. Cameron, household | 
appliance sales manager; Harry 
Parsons, sales manager of the 
electric range and water heater 
section; R. W. Poirson, in charge 
of electric washers and ironers; 
J. A. Harlan, sales manager of 
the commercial refrigeration di- 
vision; H. D. Wehrly, assistant 
to the vice-president in charge 
of sales; W. A. Blees, general 
sales manager of the Nash Mo- 
tors Division; J. Nelson Stuart, 
director of advertising and sales 
promotion of the Kelvinator Di- 
vision; W. E. Saylor, sales pro- 
motion manager; E. B. Barnes, | 
advertising department; G. V. 
Egan, assistant secretary and 
assistant treasurer of Nash-Kel- 
vinator Corp., and H. W. Newell, 
vice-president of Geyer, Cornell 
& Newell, Inc., Nash-Kelvinator’s 
advertising agency. 


NAME NEW DIRECTOR FOR 
MECHANICAL PACKING ASSN 


W. A. Tipton, manager of pack- 
ing sales, Mechanical Goods Di- | 
vision, United States Rubber | 
Products, Inc., 1790 Broadway, 








New York City, has been ap- 
pointed a director of the rubber 
division of the Mechanical Pack- 
ing Assn. at a recent meeting of 
the association’s board of direc- 
tors. 


SCHULER WITH REPUBLIC 
BOLT AND NUT DIVISION 


Bd 


representative 


Schuler, general sales 
of the Union 


| Drawn Steel Division, Republic 


Steel Corp., Cleveland, has been 
appointed assistant manager of 
sales, bolt and nut division. He 
will make his headquarters in 
Cleveland. 

Mr. Schuler became associated 
with Republic last spring after 
serving 13 years in various sales 
capacities with LaSalle Steel 
Co., reaching, before he left, the 
position of general manager of 
sales. Previously he was with the 
Chalmers Motor Co. and the 
Detroit Gear & Machine Co. in 
both production and purchasing 
capacities. In the sales field he 
acted as eastern manager of 


sales for Federal Motor Truck | 


Co. as well as spending a number 
of years in sales work in the tool 
and machinery industry. 


J. F. O'BRIEN WITH 
PIERCE FOUNDATION 


J. F. O’Brien, formerly man- 


ager of the advertising, sales pro- | 


motion and publicity departments 


of the Westinghouse Lamp Di- | 
vision of the Westinghouse Elec- | 


tric & Mfg. Co., located in New 


| York City, has joined the John 


B. Pierce Foundation as director 
of electrical research. The Pierce 
Foundation was incorporated in 
1924 for the purpose of research, 
educational, technical, or scien- 


| tific work in certain designated 





fields “for the increase of knowl- 
edge to the end that general 
hygiene and comforts of human 
beings may be advanced.” 

Mr. O’Brien will be located at 
the Foundation’s offices, Room 
1504, 40 west 40th St., New York 
City. 


MEMA ELECTS DIRECTORS 


A. H. Eicholz, general manager 
of the Motor & Equipment Mfrs. 
Assn., 250 W. 57th St., New York 
City, has announced that as a 
result of the annual election by 
members the following have been 
chosen directors for the 1939- 
1941 term: C. P. Brewster, K-D 
Mfg. Co., Lancaster, Pa.; R. L. 
Sommerville, The Electric Stor- 
age Battery Co., Philadelphia, 
Pa.; J. C. Stiles, Stiles-Barrett 
Corp., St. Louis, Mo., and E. W. 
Windsor, The Sherwin-Williams 
Co., Cleveland, Ohio. 


| WM. GEO. STELTZ GIVEN 
BIRTHDAY PARTY 

Wm. Geo. Steltz, president of 

Supplee-Biddle Hardware Co., 

Philadelphia, Pa., was honored 

on Friday, Nov. 18th, with a 





WM. GEO. STELTZ 





party at the Penn Athletic Club. 
| This marked the fourth suc- 
cessive year the birthday party 
| was celebrated with an elaborate 
| affair tendered him by the sales 
| force of the company. More 
| than 100 salesmen and executives 
attended the banquet. The climax 
of the evening was a sales pro- 
motion entitled the “President’s 
| Birthday Special.” 

A feature of the party was a 
| 100-pound birthday cake within 
| which was baked an actual, full 
| size lawn mower. The mower 
is branded “W.G.S.” (the initials 
| of Mr. Steltz) and is a leading 
number with Supplee-Biddle. 
Many beautiful floral pieces 
were sent to Mr. Steltz by vari- 
ous manufacturers. 


PHILADELPHIA MFRS. 
ASSN. BANQUET 

The Hardware Merchants & 
Manufacturers Assn., of Phila- 
delphia, 505 Arch St., Philadel- 
phia, Pa., will hold its 53rd an- 
nual banquet Thursday, Feb. 3, 
1939, in the ballroom of the Penn 
Athletic Club, and will limit the 
attendance to four hundred 
guests. Subscriptions will only 
be accepted from members of the 
association and the price of the 
banquet will be $5.00 per cover. 
George A. Fernley, is secretary- 

treasurer of the association. 





“RED DEVIL” CATALOG 


Landon P. Smith, Inc., Irving- 
ton, N. J., manufacturer of Red 
Devil glaziers’ and painters’ tools 
announces a supplementary cata- 
log, No. 16, covering the com- 
plete. line of Red Devil putty 
knives and wall scrapers. 





HARDWARE AGE 





Bt 













GIVEN 
TY 


sident of 
are Co., 
honored 
with a 





Z 


ic Club. 
th suc- 
ly party 
laborate 
he sales 

More 
ecutives 
> climax 
les pro- 
-sident’s 


y was a 
within 
ial, full 
mower 
initials 
leading 
Biddle. 
pieces 
Yy vari- 


iS. 


ints & 
Phila- 
iladel- 
rd an- 
‘eb. 3, 
> Penn 
nit the 
indred 
1 only 
of the 
of the 
cover. 
retary- 
n. 


OG 
[rving- 
f Red 
’ tools 
' cata- 
com- 
putty 





PE RERER RRR ER EA AE | deat ening. hh 1} 
nega, |b cs 
ee aan) 4 Ee =. , ; tt 


ahes the best clothes line wy 





PHOENIX—All yarn, solid braided construction makes WHALE-—For those who want a good, strong line at a low 
Phoenix a superior cord—much stronger than cheaper cords. price, you can honestly recommend Whale Clothes Line. Solidly 





braided, made of cotton yarn, Whale contains 
no roving, “loaded center” or the adulterants 
frequently found in cheap cord. Whale is priced for 
rapid turnover. 

We make a variety of other clothes lines to meet 
every requirement for price or quality. Write for 
samples and our free sales booklet, “How To Sell 
Clothes Line,” that will help you increase profits. 





Even when exposed constantly to the elements, 
Phoenix lasts years longer than ordinary clothes 
line. Phoenix is flexible, clean, smooth and weather- 
resisting. Made of yarn—not roving—with no load- 
ing in the center, Phoenix will withstand knotting 
or bending over hooks or pulleys. Its stretch is 
negligible under constant use. 
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EUROPEAN DESIGNS ts ling Laiily 


a" The true spirit of the.time and country 
that gave it birth is retained in the 
se” ALHA —_ design of every piece of McKinney 
w ARWICK Forged Iron Hardware. English, Spanish, 



















ST. 


Italian or American Colonial, McKinney 
COLONIAL designs are authentic designs, and the 


AMERICAN 


texture of the metal is maintained as it 
was by craftsmen of long ago. 
Accurate for application and priced 
BEDFORD sah 
within the range of the most modest 
home owner. Write for details. 


es RCHESTER 


pO 
r of many authentic designs McKINNEY MANUFACTURING CO. 


u 
Fo PITTSBURGH, PA, 


DESIGNERS AND MANUFACTURERS OF GOOD HARDWARE FOR 72 YEARS 
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Running water — the 

magic stream that saves 

5 time and labor for your 

suburban and rural cus- 

tomers — is the same 

\ stream that will bring 

you steady profits 

| through the sale of 
pi 





Myers Water Systems in 
your locality. 


Running water has 
FIG 2700 captured the attention of 
" folks everywhere. No 
longer a luxury but a 
necessity—they can’t af- 
ford to be without it— 
and you can’t afford to 
pass up the opportunity 
the Myers line provides 
to secure this business at 
a nice margin to you. 

Write or wire. 
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LOVELL WINDOW DISPLAY 
CONTEST WINNERS 


The Lovell Mfg. Co., Erie, Pa., 
has made known the winners in 
the window display contest held 
during the first National Washer 
and Ironer Week, Oct. 23-29, 
1938. They are: first prize, 
$100.00, Montgomery Ward & 
Co., Charleroi, Pa.; second prize, 
$50.00, Jarett Radio & Refrig- 
erator Co., Louisville, Ky.; third 
prize, $35.00, A. C. Campbell 
Hardware, Van Wert, Ohio; 
fourth prizes, $25.00 each, Kot- 
zen’s, 533 Market St., Philadel- 
phia, Pa.; Pittsburgh Norge 
Sales, Pittsburgh, Pa.; F. J. 
Weigand Electric Shop, Barber- 
ton, Ohio, and fifth prizes, $10.00 
each, Trilling & Montague, 24th 
and Walnut Sts., Philadelphia, 
Pa.; Currier Furniture Co., Cad- 
illac, Mich.; Tanner Electric Co., 
E. Reno, Okla., and W. A. Case 
& Son Mfg. Co., Erie, Pa. 

Eleven washer manufacturers 
cooperating in the contest were 
the Apex Rotarex Corp., Cleve- 


land; Norge Division, Borg- 
Warner Corp., Detroit, Mich.: 
Edison General Electric Ap- 


pliance Co., Chicago; Westing- 
house Electric & Mfg. Co., Mans- 
field, Ohio; Montgomery Ward 
& Co., Chicago; Barton Corp., 
West Bend. ! ~.<" 3 Corp., 
Chicago; Landers, Frary & Clark, 
New Britain, Conn.; Bluffton 
Mfg. Co., Findley, Ohio; Black- 
stone Mfg. Co., Jamestown, N. 
Y., and The Crosley Corp., Cin- 
cinnati, Ohio. 

Judges of the contest were 
J. R. Bohnen, executive secretary | 
of the American Washer and | 
Ironer Mfrs’. Assn., Jack North, | 
president of the Electrical | 
League, Cleveland, Ohio, and L. | 
E. Moffatt, editor, Electrical Mer- | 
chandising. 


SQUARE CLUB ENTERTAINS 
WITH PARTY 


Sixty-five members of the 
Hardware Square Club, No. 675, 
New York City, gathered at the 
Lodge Tavern, New York, Tues- 
day, Nov. 22, for the club’s 
annual Thanksgiving dinner 
party. Fred Pfeifer, manufactur- 
ers’ agent, drew a Thanksgiving 
basket containing a 15-lb. turkey 
and all the trimmings. 

On Dec. 20 the club will hold 
its Christmas party. 


| Hardware Day, during the fiftieth 
/annual convention of the West- 


ern Retail Implement and Hard. 
ware Association, Jan. 17-19, 
1939 at the Municipal Audi- 





H. B. WILSON 


The 


torium, Kansas City, Mo. 


convention will mark the asso- 


ciation’s Golden Jubilee. 
Officers of the association are: 
president, Sam Zuercher, 
Wichita, Kan.; vice-president, 
Clarence G. Nevins, Dodge City, 
Kan., and __ secretary-treasurer, 


Herbert J. Hodge, Abilene, Kan. 





MILTON MANAGES G-E 
PLASTIC SALES 


W. H. Milton, Jr., has been ap- 
pointed manager of sales for the 
plastics department of the Gen- 
eral Electric Co., Pittsfield, Mass. 
He succeeds the late K. W. Nel- 
son. Mr. Milton became associated 
with General Electric shortly 
after finishing his formal edu- 
cation. Following test and engi- 
neering experience in the com- 
pany’s Schenectady and Pittsfield 
works, in 1925 he was trans- 
ferred to sales duty in the 
Philadelphia office, where he re- 


‘mained until the present promo- 


tion. 


BROOKLYN ASSN. SPONSORS 
ONE-DAY PRODUCTS SHOW 


The Brooklyn Hardware Asso- 


ciation will hold its annual 
manufacturers’ hardware show, 
the evening of Jan. 12, 1939, 


in the Johnston Bldg., Nevins & 
Fulton Sts., Brooklyn, N. Y. 


| More than 25 manufacturers will 
: be present with interesting ex- 


| hibits of new and seasonal mer- 


H. B. WILSON WILL SPEAK 
AT WESTERN CONVENTION 


H. B. Wilson, general man- 
ager, Mathias Klein & Sons, 
Chicago, and newly elected presi- 
dent of the American Hardware 
Manufacturers Assn. will be a 
guest and featured speaker at 





chandise. All members of the 
hardware trade are invited to at- 
tend. Admission is free. Manu- 
facturers wishing to obtain space 
at the show should correspond 
with the association’s secretary, 


Ralph S. Allen, 48 West Broad- 


| way, New York. 


HARDWARE AGE 





the fiftieth 
the West. 
and Hard. 
an. 17-19, 
ipal Audi- 





N 


Mo. The 
the asso- 
ee. 
ation are: 
uercher, 
-president, 
odge City, 
-treasurer, 
lene, Kan. 


SS G-E 
ES 


s been ap- 
es for the 
the Gen- 
eld, Mass. 
. W. Nel- 
associated 
c shortly 
‘mal edu- 
and engi- 
the com- 
Pittsfield 
fas. trans- 

in the 
sre he re- 
nt promo- 


ONSORS 
3 SHOW 


are Asso- 
; annual 
re_ show, 
12, 1939, 
Nevins & 
; ae fe 
urers will 
sting ex- 
onal mer- 
‘s of the 
ted to at- 
>, Manu- 
ain space 
orrespond 
secretary, 


st Broad- 








WINNERS IN WESTCLOX 
WINDOW CONTEST 


In the hardware group the 
winners in the recently con- 
cluded 1938 window display con- 
test sponsored by Westclox, La 
Salle, Ill., were: first prize of 
$50.00 to the Garfield Hardware, 
Garfield, Wash.; second prize, 
$25.00 to the Ankcorn Hardware 
Co., Palouse, Wash.; third prize, 
$10.00 to the Knight & Wall Co., 
Tampa, Fla. 

Eight other prize winners in 
order were: Jackson Mercantile 
Co., Jackson, Wyo.; I. H. Kent 
Co., Fallon, Nevada; J. F. Kin- 
caid, Inc., Syracuse, N. Y.; Elm- 
wood Hardware Co., Buffalo, 
N. Y.; Fruehauf Hardware Co., 
Lakewood, Ohio; West and 
Langdon Co., Bridgeport, Conn.; 
Clark-Deaver Hardware Co., 
Springdale, Ark.; and The 
Stambaugh-Thompson Co., 
Youngstown, Ohio. 


PHONE SELLING DISCUSSED 
AT LOCAL MEETING 


Approximately 45 dealers were 
present at the Nov. 14th meeting 
of the Central New York Hard- 
ware Assn. in the Hills Bldg., 
Syracuse, to listen to M. A. Fair- 
banks, district commercial man- 
ager of the New York Telephone 
Co. discuss, “Selling by Phone.” 
Mr. Fairbanks pointed out that 
the telephone should not be re- 
garded as an unavoidable ex- 
pense but should be considered 


and used as an important ad-f[ 


junct in selling. He urged 
merchants to develop in them- 
selves and in their sales force 
good phone habits so that both 
incoming and outgoing messages 
may create good impressions on 
prospects or customers. The 
dealers were told to invite phone 
inquiries in their newspaper and 
other advertising and then to 
coach the sales force to give in- 
telligent answers. 

President Franklin I. Greene, 
presided at the meeting. E. S. 
Whiffen and R. A. Helfer of the 
Hardware Mutual Casualty Co. 
were guests. 


TRANSPORTATION SERVICE 
FOR CONVENTIONS 


The Railway Express Agency, 
230 Park Ave., New York City, 
has available an attractive four- 
page folder describing the 
services that organization offers 
to facilitate shipping traveling 
exhibits to the various conven- 
tions and shows. Railway Ex- 
press routes and forwards travel- 
ing exhibits insuring prompt 
delivery at the exhibit halls. It 
utilizes airplanes, trains, and 
trucks. Information about these 
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services may be obtained from 

the company directly or from 

any of the Railway Express 

offices. 

H. W. SILVERMAN STARTS 
ADVERTISING SERVICE 


Harry W. Silverman has taken 
space in the Guaranty Trust 


Bldg., 522 Fifth Ave., New York | 


City, where he will serve the 
hardware and _housefurnishings 
trade as a free lance advertising 
copy, layout and publicity agent. 


He plans to fit his service to the | 


needs of those concerns with 
limited expenditures for this 
type of work. Mr. Silverman 
was formerly associated in a 
similar capacity with H. Blum- 
burg & Sons, Inc., retail hard- 
ware concern of Hempstead, 


Long Island, N. Y. 


BRADLEY MANAGES STORE 
FOR SHERWIN-WILLIAMS 


Charles Bradley, a salesman for 
the past two years in the Deca- 
tur, Tll., store of The She:win- 
Williams Co., Cleveland, Ohio. 
has been made manager. He 
succeeds Robert B. Gauley who 
has been transferred to the man- 
agership of the paint concern’s 
Des Moines, Iowa, store. 

Mr. Bradley lives in Blue 
Mound, III., where he owned and 
operated a retail hardware store 
before becoming associated with 
The Sherwin-Williams Co. 





OLIVER IRON AND STEEL 
CHAIRMAN MOVES OFFICE 


H. F. Devens, chairman of the 
board, Oliver Iron and Steel | 
Corp. has changed his headquar- | 


ters from Pittsburgh to the com- 
pany’s New York office at 50 
Church St. 
417 Park Ave., New York City. 





EASY APPOINTS PHILCO 
BRANCH TO CHICAGO 
DISTRIBUTORSHIP 


Morton Glide, general 
manager of the Easy Washing 
Machine Corp., Syracuse, N. Y., 
has announced that the Philco 
Radio and Television Corp. of 
Illinois has been appointed as 
Easy washer and ironer distri- 
butor in greater Chicago and the 
surrounding territory. 





WANTS HARDWARE LINES 
FOR HOLLAND 


Adolf Herzfeld, Beethoven- 
straat 4, Zaandam, Holland, is 
interested in hearing from Ameri- 
can manufacturers of hardware 
lines who wish representation in 
that country on a straight com- 
mission basis. 


sales | 


His home address is | 
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Dr.Seuss 


‘“‘Why’s he so happy over a box 
tacks?” 


“Oh, well, I sold him more than 
ks. He’s given himself a swell 


electric drill for Christmas.” 
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MAKE YOUR YEAR-END 


PROFITS 





UNION HARDWARE 


ICE SKATES 


An important market—the result of a growing 
country-wide enthusiasm for ice skating—presents 
to hardware merchandisers an opportunity to real- 
ize substantially bigger year-end profits. Capitalize 
this market by displaying in your store a complete 
line of famous UNION HARDWARE Ice Skates— 
the brand that has won unqualified acceptance by 
skaters for three generations. UNION HARD- 
WARE offers for 1938-39 a popular line of Hockey, 
Screw Clamp and Figure Skates in a variety of 
sizes and styles to meet the requirements of every 
skater. Combining sturdy, practical construction 
and fashionable design with prices that insure quick 
sales; UNION HARDWARE Ice Skates will help 
you cash in on what promises to be a record-break- 
ing demand for skating equipment. See your jobber 
today. 


Ask for your copy 
of catalog No. 35. 
it illustrates and 
describes com- 
pletely the 1938- 
39 line of UNION 
HARDWARE Ice 
Skates. 





No. 1562 New Tubular Hockey Skates 
with Clamps. Satin Nickel Finish 


HARDWARE COMPANY 
aw EWE Gd & YW 


REC..S. PAT. OFF. ESTABLISHED 1854 


TORRINGTON, CONN. 


NEW YORK OFFICE ISICHAMBERS STREET 













H. A. CORNELL 


Who was toastmaster of the 
evening at the recent banquet of 
the Metropolitan Hardware As- 
sociation held in Hotel Commo- 
dore, New York City. For many 
years previously Mr. Cornell had 
been the general chairman of 
these annual affairs, contributing 
his energy to making the ban- 
quets the successes they have al- 
ways been. This year, Sydney 
H. Atkinson, president of the 
association served as chairman 
of the banquet committee and A. 
Herrmann as chairman of the 
ticket committee. Other officers 
of the association are: vice-presi- 
dent, Demarest Romaine and 
Charles Kleinhardt; secretary, C. 
H. Tilson, and treasurer, Henry 
F. Bond. 








POT AND KETTLE NEWS 


The regular luncheon, Nov. 15 
of the Seattle Pot and Kettle 


| MRS. RICHARDS TO RETIRE 
FROM HIBBARD’S 


After an association of 29 
years with Hibbard, Spencer, 
Bartlett & Co., Chicago, IIll., Mrs. 
E. E. Richards, buyer of house- 
wares and stationery, plans to 
avail herself of the firm’s retire- 
ment plan at the end of this year. 
She says, “she cannot imagine 
any other branch of the hardware 
business could be as interesting 
or as much fun as trying and 
buying kitchen hardware.” 

While she expects to miss 
keenly the daily contact with her 
fellow workers, she has planned 
a busy future with her books, 
garden and social service activ- 
ities. 

Mrs. Richards will be suc- 
ceeded by Mrs. Mildred Camp- 
bell who has had wide experi- 
ence buying similar lines for 


Marshall Field & Co. 





OLIVER IRON AND STEEL 
HAS FIVE 50-YEAR MEN 


Speaking of long term employ- 
ment, the Oliver Iron & Steel 
Corp., Pittsburgh, Pa., has in its 
employ, five men, none of whom 
has had less than 50 years con- 
tinuous employment. They are 
John Jenkins, secretary-treasurer, 
who started in 1886; Charles 
Wills, 1887, Nicholas Kessler, 
1887, Frank Horn, 1883 and 
Ferdinand Melsch, 1882. 

The company which manufac- 
tures bolts, nuts, rivets, forgings 
and pole line material was estab- 
lished in 1863 as the Plant Ex- 
celsior Bolt & Nut Works. In 
1880 it was reorganized as Oliver 





Club was replaced with the} 


Brothers & Phillips and seven 





semi-annual dinner of the ladies | years later was incorporated as 
auxiliary of the club. The affair| the Oliver Iron & Steel Co. In 
was held in the newly decorated | 1922 after acquiring Morris & 
Terrace Room of the Mayflower | Bailey Steel Co., Wilson, Pa., it 





Hotel, Seattle. Sixty three mem- 
bers, wives and guests were 
present. Corsages and a gift 
were presented to each lady. 
Following a turkey dinner, the | 
floor was turned over to Jim| 
Cummings, chairman of the en-| 
tertainment committee who in- | 
troduced the guest speaker, Gus | 
Peret of the Remington Arms | 
Co. Mr. Peret entertained the 
club with the highlights of his 
African hunting trip and then 
showed moving pictures of the 
trip. 

The San Francisco Pot 
Kettle Club held its annual fall | 
stag night and “Presentation of | 
New Lines” Friday evening, Nov. | 
18th at the Alexander Hamilton | 
Hotel in San Francisco. Follow- 
ing cocktails an excellent dinner 
was served and followed by two 
hours of entertainment. The | 
club will hold its Christmas 
party, Friday, Dec. 23. 


became the Oliver Iron & Steel 
Corp., which is its present title. 
H. F. Devens is chairman and 
Theodore F. Smith is president. 





WISCO HARDWARE 
SALES SHOW 


The Wisco Hardware Co., 


| wholesale firm of Madison, Wis., 


will hold its 12th annual mer- 
chandising school and sales show, 
Jan. 30, 31 and Feb. 1, 1939, at 


ithe Loraine Hotel in Madison. 


ECONOMY PLUMBER AP- 
POINTS NEW ENGLAND 
DISTRICT MANAGER 

Benjamin Jacobson has been 
appointed district manager in the 
New England territory for The 
Economy Plumber Co., 39 Lispen- 
ard St., New York City. He will 
make his headquarters and home 
in Boston, Mass. 
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OBITUARIES 


CHARLES F. SMITH DEAD AT 77 


Was prominent hardware manufacturer and for 
more than a half century a vigorous leader of 
industrial circles in New Britain, Conn. Worked 
his way from humble beginning to top as 
board chairman of Landers, Frary & Clark. 


Charles F. Smith, one of the 
most important figures in hard- 
ware manufacturing circles of to- 
day and for the past 20 years 





CHARLES F. SMITH 


chairman of the board of Lan- 
ders, Frary & Clark, New Brit- 
ain, Conn., passed away Dec. 4 
at his home in New Britain. He 
was 77 and had been seriously ill 
for a week previous to*his death. 

Mr. Smith devoted almost 60 
years to the development of the 
company in which he started 
work as a stock clerk and ex- 
panded his energies during that 
time to encompass New Britain’s 
major industries. His adminis- 
trative talents were a factor in 
the growth of that city into the 
most important hardware manu- 
facturing center in New England. 
Perhaps no one observed the in- 
dustrial pulse of New Britain 
more closely than he through his 
contact with manufacturing 
plants. He was a member of the 
board of the American Hardware 
Corp. and of the Goss & DeLeeuw 
Co., of Kensington. He was for- 
merly chairman of the New Brit- 
ain Machine Co. and from 1901 
to 1916 was a director of the 
North & Judd Mfg. Co. 

Other offices of responsibility 
which he filled were the vice- 
presidency of the Savings Bank 
of New Britain, and former mem- 
bership on the board of trustees 
of the New Britain Trust Co. He 
also served as a member of the 
state board of education and the 
Hartford Metropolitan District 
Commission. At one time he was 
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chairman of the board of the New 
Britain Chamber of Commerce 
and a member of the city plan 
commission. 

Mr. Smith embarked upon his 


| career which brought him such 
| wide recognition as a business 


and civic leader in 1881 when, at 


| the age of 21, he entered the em- 


ploy of Landers, Frary & Clark. 
Three years previously he had 
graduated from high school. Pro- 
motion was rapid. He traveled 
on the road and his salesmanship 
was so successful that soon he 
was devoting part of his time to 


| office work, where he directed the 


selling. 

In 1887 he was appointed to 
his first executive position as as- 
sistant secretary of the company. 


| From there his climb was rapid. 
| In 1895 he became treasurer of 
| the company and five years later, 
| upon the death of C. S. Landers, 


he assumed the duties of presi- 
dent. Several days later he was 
formally elected president. He 
held that position until 1918 
when he was elected as chairman 
of the board of directors. 

As broad as his industrial in- 
terests were, so were his civic 
and charitable works. He was 
instrumental in the development 
and beautification of his city and 
many fine parks and drives re- 
main as a testimonial to his civic 
ideals. 

A friend of churches of all de- 
nominations, Mr. Smith was a 
vestryman of St. Mark’s church 
for more than 25 years. He pro- 
vided for the beautification of the 
church building and gave numer- 
ous stained glass windows. One 
of his great interests was the 
development of the Sacred Heart 
parish, which through his bene- 
factions provides for an orphan- 
age, home for the aged, a school, 
an immigrants’ home in New 
York City, and a printing estab- 
lishment. He was a frequent con- 
tributor to the charities of St. 
Joseph’s Roman Catholic church. 

Upon learning of his death, 
members and guests of Sergeant 
Harry Berson post, Jewish War 
Veterans, and its auxiliary, pres- 
ent at a joint meeting of the post 
and auxiliary officers, rose and 
stood with bowed heads in silent 
tribute to one of their foremost 





1715 Columbia Ave. 



































a 
4 AN * 
Sere 


. 


. 
te 





Ta ROP AP a eee 


Greenlee auger bits, expansive bits, brace 
drills, reamers, and bit extensions,—in fact 
the complete Greenlee line of brace tools,— 
are goodwill-builders and profit-makers for 
the dealer, because they are quality tools. 
And when we say quality tools we mean that 
correct materials are used in them; that they 
are formed by workmen with years of fine 
toolmaking to their credit; and that they are 
properly heat-treated and carefully finished. 


All this means much to the dealer, because he 
can be confident in selling every Greenlee 
tool—confident that it will please the cus- 
tomer, build goodwill for the dealer, and stay 
sold. 


ASK FOR OUR NEW TOOL CATALOG NO. 31 


In our new catalog you will find the complete 
line of brace tools, chisels, gouges, turning 
tools, draw knives, spiral screw drivers, and 
our new automatic push drill. It’s a quality 
line from every standpoint and worth inves- 
tigating. Please give the name of your job- 
ber when writing. 


GREENLEE TOOL CO. 


Rockford, Illinois 











FIRST GRADE SELLER 











No. 04856 


CONVINCING QUALITY —LOOKS THAT SELL 


You can be sure of the interest of any customer 
to whom you show one of these handsome, mod- | 
ernly designed Eagle padlocks—and that is the 
first step to a higher grade, better profit sale. 


No. 04856 is of finest quality Extruded Metal 
construction. It is fitted with genuine Eagle Pin 
Tumbler lockwork and has a hardened, cadmium 
plated shackle. Made in six sizes from one inch 
to two inches inclusive. 


os 
The Eagle Quality Line 


Night Latches Padlocks 

Trunk Locks Cabinet Locks 

Front Door Sets Wood Screws | 

Store Door Sets Stove Bolts 
Machine Screws 


EAGLE {BOK CO. 


26 Warren Street -- New York 


Branch Offices: 


521 Commerce St. 179 N. Franklin St. 114 Bedford St. 
Philadelphia, Pa. Chicago, Ill. Boston, Mass. 


Works at Terryville, Conn. 











| ously. This developed into pneu- 


| tically every retail hardware 


citizens. The Rev. Paul F. Keat- | ders, Frary & Clark, were Fred- 
ing, pastor of St. Joseph’s Roman erick A. Searle, Arthur G. Kim- 
Catholic Church, described Mr. | ball, Edward N. Stanley, Joseph 
Smith as a “public benefactor.” | F. Lamb, Richard L. White and 
The Rev. Dr. Bojnowski de-| Daniel M. Shepard of New Brit- 
scribed Mr. Smith as “one of the ain and Charles T. Treadway of 
greatest friends of the Polish | Bristol; John P. Elton of Water- 
people of New Britain.” | bury; James L. Howard, Charles 
Mr. Smith’s sole survivor is a P. Cooley, Charles L. Taylor and 
brother, James Smith, of Wind- | John H. Buck of Hartford, and 
sor, Conn. Among the honorary | Harris Whittmore, Jr., of Nauga- 
pall bearers, all directors of Lan- | tuck. 





HAROLD W. BERVIG DIES 


Pneumonia is fatal to Harold W. Bervig. 
managing director and secretary of 
the Michigan Retail Hardware Ass‘n 


Not alone in the state of Mich- 
igan but throughout the entire 
country the many friends of Har- 
old W. Bervig were shocked to 
learn of his death following a 
sudden siege of pneumonia. 
Death came to Mr. Bervig, Thurs- 
day evening, Dec. 1. He was 48 
years old and had been stricken 
with influenza the week previ- 


monia. 
Mr. Bervig was known to prac- 


dealer in his state and was also 
nationally recognized in hardware | 
circles for his keen knowledge | 
of the business. His was a pas- 
sionate devotion to the field which 
he had chosen to make his life’s 
work. |Henry Schantz, Grand Rapids, 
He became managing director | Mich.; Dr. Filip Forsbeck, Lloyd 
and secretary of the Michigan | Straffon, Croswell; David Bishop, 
Retail Hardware Association and W. C. Judson, Big Rapids. 
seven years ago and built the or- | . 
ganization to one of the leading | EBEN B. CHASE 
state hardware associations. Be- | 
fore going to Lansing, Mich., to | Eben B. Chase, 78, for the past 
assume those duties, he had been | 50 years in the retail hardware 
a field manager for the National | business in Skowhegan, Me., 
Retail Hardware Association. In | passed away recently. He had 
that capacity he traveled exten- | been connected with the Blunt 
sively throughout the United | Hardware Co. through several 
States. He had been associated | changes. He leaves his widow 
with the N.R.H.A. for 10 years. | and two daughters and two sons, 
Mr. Bervig found time from | Elliott F. Chase and Fred E. 
his numerous hardware duties to | Chase. A third son, Errol C. 
serve on the finance committee of | Chase, associated with him in the 
the Plymouth Congregational hardware firm, had passed away 
church as chairman. He was a|a few months ago. 
member of the Lansing Rotary | _ 
club, the Orpheus club, and the | F. G. PUGH 
Lansing Sales and Advertising | F. G. Pugh, senior member of 
club. | Wilson & Pugh Co., wholesale 
He had also done considerable | hardware and automobile acces- 
writing along retail business lines | .o+ies firm at Cumberland, Md., 





HAROLD W. BERVIG 

















and one of his main projects with 
the Michigan association was the 
organization of hardware sales- 
men’s schools. 


His widow, Mrs. Ruth Bervig | 
and a daughter, Kristin Ruth, | 


survive. He also leaves his moth- 
er, a brother and a sister. Hon- 
orary pall bearers were L. M. 
Swift, A. D. Vandervoort, Rivers 
Peterson, Indianapolis, Ind.; 


|passed away recently. He had 
| been active in the business until 
la few years ago. 


JOHN S. RONEY 


John S. Roney, 72, prominent 
hardware merchant of Dalton 
| City, Ill, passed away recently. 
| His widow, four children, a 
| brother and a sister, survive. 


HARDWARE AGE 








mal 
Mf; 
pas 


of | 


yeal 


sho 
of | 
to | 
Rus 
tor 
Ret 
he 
Cap 
ing 
In | 
Pho 
rapi 
mar 
hele 


Mai 
and 


Ritz 


of / 
ton, 


his 


gag 
in | 


lane 
for 


Twe 
part 
ciat 


nep 
Mai 
the 

Art 
Alb 


ciat 
Sag 
pas: 
Riv 
had 
tory 


DE 








les 


Za- 


ds, 
yd 
/p, 


int 
ral’ 


ns, 


& 
he 
ay 


of 
ile 
PS- 
d., 
ad 
tik 


on 
ly. 














THOMAS P. MACK 


Thomas P. Mack, general 
manager of sales for the Phoenix 
Mfg. Co., East Chicago, Ind., 
passed away suddenly Nov. 16 





THOMAS P. MACK 


of a heart attack. He was 64 
years old. 

Mr. Mack learned the horse- 
shoeing trade in his native city 


of Indianapolis, Ind. From 1904 | 


to 1908 he was engaged by the 


Russian government as an instruc- | 


tor of scientific horseshoeing. 
Returning to the United States 
he became a salesman for the 


Capewell Mfg. Co., later work- | 
ing for the Bryden Horseshoe Co. | 


In 1915 he was engaged by the 
Phoenix Mfg. Co. where he was 
rapidly advanced to 
manager of sales, the position he 
held at his death. 

Mr. Mack leaves his widow. 
Mary T. Mack, two sons, John 
and Thomas, and a daughter, 


Rita. 


ALFRED H. WINSLOW 


Alfred H. Winslow, president | 
of A. H. Winslow, Inc., Benning- 
ton, Vt., passed away Nov. 24 at 
his home in that city. He was | 
68 years old and had been en.- | 
gaged in the hardware business 
in Bennington since 1907 | 

A member of the New Eng- 
land Hardware Dealers Assn. 
for a great many years, he was | 
a member of the association’s | 
Twenty-Five Year Club and had | 
participated in many of the asso- 


He leaves a sister and two 


general | 


company and_ had 


made his | 


headquarters in St. Louis, Mo. | 


| He leaves his widow, a daughter 
| Katherine and a son, Fred, Jr., 
| who is also connected with The 


| Lufkin Rule Co. 
| 


JOHN H. KNAPP 


| John H. Knapp, vice-president 
and assistant general manager of 
the Norge Division, Borg-Warner 
Corp., Detroit, Mich., passed 
| amar suddenly at his home in 
| that city, Dec. 1. He was 44 years 
| old and had been in ill health 
| for several months prior to his 
| death. 

Mr. Knapp started his business 
| career with the Durant Dort 
Carriage Co. of Flint, Mich., and 





later went with the Chevrolet | 


Motor Co. of Flint. In 1919 he 
was transferred to the Canadian 
Products Division of General 
Motors of Canada, Walkerville, 
as director of purchases, where 
he remained until 1923 when, 
under the direction of Howard E. 
Blood, he went to the Detroit 
Gear and Machine Co. as_ pur- 
chasing agent. 


During the past 10 years he | 


{had played a key part in the 





JOHN H. KNAPP 


growth and development of the 
Norge 
served the company as purchas- 
ing agent, until 1931 when he 


organization. He first | 


was placed in charge of the sale | 
ciation’s activities. | of Norge refrigerators and made 


vice-president and general sales 


nephews, Frank H. Scott and | manager of the company. 


Martin W. Scott, both officers of | 
the corporation. A third nephew, 
Arthur W. Tinkham lives in St. 
Albans, Long Island. 


FRED HOLLINGWORTH 


Fred Hollingworth, 53, asso- | 


ciated with The Lufkin Rule Co., | 


He is survived by his widow 
and two sons, John and David. 





HENRY B. ARNOLD 


Henry B. Arnold, vice-presi- | 


dent of M. C. Ebbecke Hardware 
Co., Allentown, Pa., passed away 
recently. He was 66 years old. 


Saginaw, Mich., for 22 years,| He had been associated with the 


passed away Nov. 20 at Fall | 
River, Mass. Mr. Hollingworth | 
had covered the Southwest terri- | 
tory of the United States for his | 
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Ebbecke company for 35 years, 
having served a great deal of 
that time as vice-president. His 
widow and a son, Harry survives. 


Lik o the Jone 
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Fine Violin- 


Friendship Grows Richer 
With The Years ! 


For thirty-seven years, we have worked 
hand in hand with the merchants of 
America, rendering’ them conscientious 
service at every step of the way. Natu- 
rally, we have made many friends as 
we’ve gone along—and our friendships 
have ripened with the years. 


So now, with the coming of our 37th 
Holiday Season, we extend our warm- 
est, heartiest greetings to you—and you 
—and you. And we give you our assur- 
ance of continued friendship and co- 
operation throughout the years to come. 


SCHLUETER MFG. CO., ST. LOUIS, MO. 
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ADVANCES 


Lamp Cord. Some Prepared Roofing. 
Some Locks, Latches, Accessories. 


Stee] Gates. 


Alcohol. 


Some Butts, Hinges. 
Zine Oxides. Lead Pigments. 


DECLINES 


Some Screen Door Hardware. 
Fluorescent Lamp Control Units. 
Projection Lamps. Zinc. 
Lead. 


ADVANCES EXPECTED 
Bolts and Nuts. 


PRICES REAFFIRMED 


Steel. 


Lamp Cord—Jobbers have 
been informed of a mark-up on 
lamp cord of about 5 to 7% per 
cent, effective as of Dec. 10. 


* * ” 


Builders’ Hardware — New 
and higher prices have been issued 
on some types of locks, latches and 
accessories by some manufacturers, 
averaging about five per cent on 
the items affected. Lock makers are 
felling the definite effect, in better 
orders, of the steady rise in residen- 
tial building, and of the general 
trade improvement. Some manu- 
facturers of butts and hinges have 
also issued new quotations with ad- 
vances averaging about five per cent. 

* * * 

Prepared Roofing — Roofing 
and shingle prices, which have 
held unchanged at a very low basis 
for several months, are being mark- 


70 


Wire. 


ed up by several of the leading 
makers. The effective: date is an- 
nounced as Dec. 23, when list prices 
will advance 11 cents per square on 
111/3 inch light hexagon strip 
shingles. Competitive smooth roll 
roofings will increase 4 to 7 cents 
per square, 90-lb. mineral-surfaced 
rolls will advance 6 cents and 75- 
lb. mineral-surfaced 8 cents per 
square. Tarred and asphalt felts, 
in the full-size rolls, are marked up 
6 to 12 cents per roll. 


* * * 


Steel Gates—On Dec. 1, 
American Steel & Wire Co., ad- 
vanced prices on its general line of 
tubular walk and drive gates, poul- 
try yard, park and paddock gates. 
The increase over the former sched- 
ules (reduced last June) was $7.00 
per ton, or an average of 2% to 3 
per cent on the various sizes and 
types. 


Alcohol Advancing — The 
United States Industrial Alcohol 
Co. has announced that the base 
price for alcohol for the first quar- 
ter of 1939 is advanced one cent to 
21 cents per gallon for 2-B alcohol, 
at the plant. The 20-cent base has 
been in effect since Oct. 4. 

* * * 


Screen Door Hardware—Karly 
1939 prices have been put out by 
The Everedy Co. on its line of door 
closers, turnbuckle braces and metal 
grilles, with some items slightly re- 


duced. 
* *& * 


Plumbing Supplies—Jobbers 
of plumbing materials note the usual 
seasonal decline in sales at this 
time, but black pipe and fittings, 
in fact, all heating accessories are 
still active. There is a good demand, 
too, for galvanized range boilers. 

~ * * 


Carriage Bolts, Nuts, Etc.— 
There is news of advances in prep- 
aration on bolt and nut _ prices. 
As a result, there has been quite a 
little stocking up by industrial buy- 
ers and jobbers. Last year’s Census 
Bureau statistics regarding the 
manufacture of bolts, nuts, washers, 
and rivets in the United States 
showed a considerable increase in 
employment and large increases in 
wages and value of products. Wage 
earners employed in 1937 increased 
34.7 per cent over the preceding 
(1935) census, and wages paid ex- 
ceeded the 1935 figure by 65.1 per 
cent. The value of bolt mill prod- 
ucts for 1937 gained 70.8 per cent 
over the 1935 figure. 


* * * 


Fluorescent Lamp _ Control 
Units—Reductions have been an- 
nounced on prices of control units 
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SERVICE FOR YOUR 
CUSTOMERS 


SALES OPPORTUNITY 
FOR YOU 
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@ This will be of special interest to any dealer now 
handling or contemplating selling anything in the 
building field. Every farmer who intends to build 
will want the up-to-date design and type of con- 

, struction described in this book. He will want the 
working plans and bills of material. He will want 
the economy which the modern Continental Steel 
Sheets afford. 

The only way he can get the plans is through 
the local Continental dealer. The dealer will thus 
be given the opportunity to furnish all or any part 
of the materials required for the building—lumber, 
cement, nails, wire cloth, insulation, hinges, locks, 
tools, etc., etc. 

This building campaign and plan service is ready 
to go to every prospective builder in your territory 
if you are ready to handle the business. Ask for 
copy of the Plan Book and full details regarding 
this special sales building campaign. 


CONTINENTAL STEEL CORPORATION 


KOKOMO, INDIANA 


Plants at Canton, Kokomo, Indianapolis 
83 STEEL PRODUCTS FOR FARM AND HOME 





NTINENTAL 
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WELL STOCKED "'R. J."" DEALER 
WILL HAVE NEXT YEAR'S 


BUSINESS WELL IN HAND! 


BUSINESS is definitely up! In 1939, more build- 
ings should be erected, more old ones repaired. 
Store fittings renewed. Warehouses enlarged. 
Thousands of new woodworking jobs should come 
into being. 


At inventory, give more than usual consideration 
to your Russell Jennings Auger Bits. Start the year 
with a wider range of sizes and types and plenty 
of each. 


Our new catalog — complete to the last detail, 
clearly indexed — will facilitate inventorying and 
ordering. Write for it, giving jobber’s name. 
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Manufactured Only By 
THE RUSSELL JENNINGS MFG. CO. 


CHESTER, CONN. 








for fluorescent Mazda lamps. New 
prices are:— 


Lamp Size Lamp Watts New Price 
18” x 1” 15 $1.85 
18” x 1%” 15 1.85 
24” x 1%,” 20 1.85 
36” x 1” 30 4.00 
36” x 1” 30 2.50 
36” x 1” 30 2.50 

The first four sizes are for 110- 


120 line voltage. The fifth one is 
for 190-208 and the last named 
lamp is for 220-240 line voltage. 
These new low prices have been 
made possible by manufacturing 
economies resulting from _ wide- 
spread acceptance and a large vol- 
ume of sales of these radically new 
lamps. 
* * * 
Mazda Projection Lamps 

Particularly appealing to the ama- 
teur user of 16 mm. and 8 mm. 


motion picture projectors but of 
interest to all users of picture pro- 
jection apparatus is a reduction in 
prices of Mazda projection lamps. 
The new list prices, effective as of 
Dec. 1, are:— 
300 watt, T-10 bulb medium prefocus $2.90 
500 watt, T-10 bulb medium prefocus 3.75 
500 watt, T-20 bulb medium prefocus 2.40 
500 watt, T-20 bulb medium 2.40 
750 watt, T-12 bulb medium prefocus 4.50 
1000 watt, T-20 bulb mogul prefocus 5.25 


1000 watt, T-20 bulb mogul 5.25 
1000 watt, T-20 bulb medium prefocus 5.00 


* * * 


Zinc Oxides—Lead Pigments 
—Advances, as of Dec. 1 were an- 
nounced by The Eagle-Picher Lead 
Co., Pigment Division, Temple Bar 
Bldg., Cincinnati, Ohio, on Eagle 
Zinc Oxides, in bags and on Eagle 
Lead Pigments, in barrels, dry. 





Steel Prices — Leading steel 
producers have reaffirmed existing 
prices to continue for the first quar- 
ter of 1939. Although wire prices 
have been reaffirmed, for the first 
quarter, no announcements have 
been issued on merchant wire prod- 


ucts. 
* * 


Commodity Prices — Despite 
some sharp movements up and down 
in the quotations for certain metals, 
largely connected with the war scare 
of last September, the average of 
prices on raw materials and basic 
commodities has been remarkably 
constant for some months. In 
Moody’s index of 15 staple com- 
modities, for example, the widest 
range from July 4 to Thanksgiv- 
ing Day was 3 per cent, a stabil- 





INDEPENDENT HARDWARE DEALERS’ SALES 


October, 1938 





Number 


of Percentage Change 


Sales Reported 


Number of Firms Showing Change in Sales 








States by Region Firms From From Thousands of Dollars From Oct. 1937 From Sept., 1938 
Report- Oct. Sept. Oct. Oct. Sept. In- De- Lessthan In- De- Less than 
ing 1937 1938 1938 1937 1938 crease crease 1% change crease crease 1% change 
Middle Atlantic 15] — 78 +13.5 839.8 911.3 739.6 49 101 1 112 34 5 
Pennsylvania 151 — 78 +13.5 839.8 911.3 739.6 49 101 1 112 34 5 
East North Central 457 —115 +49 2332.2 2636.0 2222.9 116 322 19 283 =—«160 14 
Illinois 138 —11.9 +11.2 681.9 773.8 613.1 40 92 6 105 27 6 
Indiana 59 —113 + 5.1 334.4 377.0 318.2 16 40 3 33 23 3 
Ohio 133 -15.9 — 16 615.3 731.7 625.5 23 =106 4 67 61 A 
Wisconsin 127 - 70 +- 5.2 700.6 753.5 666.1 37 84 6 78 49 0 
West North Central 287 — 9.0 + 8.2 799.0 877.9 738.3 99 172 16 202 79 S$. 
Iowa 75 — 78 + 7.9 304.7 330.3 282.4 28 42 5 58 16 1 
Kansas 81 —15.2 — 17 156.3 184.4 159.0 25 55 1 46 32 3 
Missouri 78 — 5.4 + 91 224.4 237.1 205.7 24 7 rj 60 18 0 
Nebraska 53 — 99 +-24.6 113.6 126.1 91.2 22 28 3 38 13 2 
South Atlantic 60 — 08 +15.8 362.0 364.9 312.7 26 31 3 47 10 3 
Florida 21 — 7.9 +22.9 111.2 120.8 90.5 5 15 l 16 3 2 
Gecrgia 26 + 3.7 +15.3 118.3 114.1 102.6 15 10 1 21 4 1 
South Carolina 3 +19 +10.8 132.5 130.0 119.6 6 6 1 10 3 0 
East South Central 27 + 3.8 +18.4 135.3 130.4 114.3 15 11 1 22 5 0 
Alabama 27 + 3.8 +18.4 135.3 130.4 114.3 15 ll 1 22 z 0 
West South Central 136 —~ 15 +108 897.1 910.6 809.6 52 82 2 95 39 2 
Arkansas 23 +20.0 +22.9 101.9 84.9 82.9 15 6 2 19 3 1 
Oklahoma . 35 + 1.9 + 9.2 366.8 360.0 336.0 12 23 0 24 11 0 
Texas ie 78 ~ 8.0 + 9.6 428.4 465.7 390.7 25 53 0 52 25 1 
Mountain 105 —13.8 + 2.5 530.0 615.2 517.3 32 71 2 66 37 2 
Arizona 7 ll —14.1 + 9.9 70.2 81.7 63.9 4 6 1 9 2 0 
Colorado ; 34 —20.6 — 1.1 103.1 129.9 104.2 8 26 0 19 14 1 
Idako ‘ 22 —18.2 — 03 115.2 140.9 115.6 8 14 0 14 8 0 
Montana ; 24 — 0.6 + 0.5 150.7 151.6 150.0 9 14 1 15 8 1 
New Mexico 6 —22.1 + 3.2 42.4 54.4 41.1 1 5 0 3 3 0 
Pacific . 390 — 6.5 0.0 19795 21175 19789 143 232 15 220 3=155 15 
California 317 — 5.7 + 3.9 14666 1555.6 1411.2 131 174 12 189 116 12 
Oregon 31 —12.1 —11.2 139.1 158.3 156.7 4 25 2 7 22 2 
Washington 42 — 7.4 — 9.1 373.8 403.6 411.0 8 33 1 24 17 1 
TOTAL 1613 — 8.0 + 59 7874.9 85638 7433.6 532 1022 59 1047 519 47 
Total adjusted for the 
number of working days 
kk , 1 33.0 63.4 3.6 64.9 32.2 2.9 
Chicago 2] — 34 + 6.3 66.1 68.4 62.2 5 15 1 12 7 2 
Los Angeles 46 + 0.5 +11.2 218.2 217.2 196.2 17 27 2 32 9 5 
St. Louis 19 — 7.0 + 91 35.9 38.6 32.9 4 12 3 16 3 0 
San Francisco 33 —17.2 +23.0 130.1 157.1 105.8 16 14 3 27 5 1 
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AMERICA’S LEADING 
HOUSEWARES MFRS. 


Every houseware buyer in the country, who 


plans to chalk up new sales records in house- 


wares this year, has a vital interest in the 


HOUSEWARES 





SHOW 


at the 


Palmer House, Chicago 
JAN. 8“ to 14th 


Here in this convenient location, the leading 
manufacturers are presenting a great array of 
the latest innovations, the newest and most 
modern ideas, the most outstanding values in 


the entire housewares market — 


4 Floors of Exhibits 
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ity for which no precedent can be 
found in recent years. This month 
the metals markets were unsettled 
by a further decline in the cash 
price of export copper. With de- 
mand continuing weak, the export 
metal sold nearly a full cent below 
the domestic wholesale quotation of 
11144 cents. On Nov. 29, new prices 
were posted for lead and zinc, lower- 
ing the former by 10 cents, and the 
latter by 25 cents per 100 lbs. On 
Nov. 21, a 30-cent reduction was 
made in zinc. The price index of 
the U. S. Department of Labor, in 
the week ended Nov. 26, stood at 
77.2 per cent of the 1926 average, 
unchanged from the previous week. 
The department index was 0.4 per 
cent below that of a month ago, and 
5.7 per cent below a year ago. 


* ca . 


Vacuum Cleaners — House- 
hold electrical vacuum cleaner sales 
in October marked the third consecu- 
tive month of a continued uptrend, 
totaling 119,805 compared to “102,- 
014 in September and 90,557 in 
August. October sales were 8.7 per 
cent below those for October, 1937. 
The gap between 1937 figures is be- 
ing narrowed steadily, as the indus- 


try’s sales for the ten months of this 
year, 1,060,214, are 27 per cent be- 
low the same period in 1937. Buy- 
ing continues predominantly in the 
upper price levels, according to the 
figures reported by C. G. Frantz, 
executive secretary, Vacuum Cleaner 


Manufacturers’ Association. Aver- 
age retail price paid this year for 
floor models, comprising the great 
bulk of the Association members’ 
business, has been $59.36, compared 
to $55.30 in the first 10 months of 
1937. 
* * * 

Electric lroners — Country- 
wide observance of National Washer 
and Ironer Week brought October 
shipments on a parity with 1937 fig- 
ures for the first time this year and 
gave the industry its third best 
month of 1938, J. R. Bohnen, execu- 
tive secretary, of American Washer 
and Ironer Manufacturers’ associ- 
ation, reports. 

Marking general increased activ- 
ity in the home laundering appli- 
ance field, August-October washer 
shipments were 37.5 per cent of this 
year’s ten-months’ total. House- 
hold washers shipped to dealers in 
October were 115,019, within less 
than 1 per cent of the October, 1937, 









THERES 


~~ 


BOLTS, NUTS, RIVETS 


OLIVER IRON AND STEEL CORPORATION 


PITTSBURGH, PENNSYLVANIA 





74 








total of 116,001, according to Mr. 
Bohnen. 

“Reflecting the success of the na- 
tionwide concerted sales drive con- 
ducted by the industry, electrical 
washers retailing at $50 to $70 were 
48.18 per cent of the total in Octo- 
ber, compared to 42.12 per cent in 
the same month a year ago,” he said. 
“The average retail price for all 
washers was $75.45, compared to 
$77 in October, 1937.” 

Shipments for the ten months 
were 985,920, compared to 1,510,756 
in 1937. The average price of all 
washers this year was $73.47, against 
$73.89 in the same period last year. 
Ironer shipments are narrowing the 
margin between 1938 figures and 
those of last year. The October 
total was 10,523, decrease of 15 per 
cent from a year ago, compared to a 
decrease of 42 per cent shown by 
the 1938 ten-months’ total of 93,104. 


* + 


Steel industry—Year-end cau- 
tion in steel buying does not obscure 
an improved outlook for business in 
the first quarter, said The Iron Age 
in its Dec. 7 issue. The falling off 
in orders this month is not drastic, 
and operations may not decline 
much. Meanwhile, prospects that 
will build up mill tonnage early next 
year continue to accumulate. En- 
larged buying programs in railroad 
material and equipment, construc- 
tion steel, tin plate, automotive re- 
quirements and miscellaneous busi- 
ness are definitely in sight. The 
week’s ingot production was estimat- 
ed at 60 per cent, down a half point 
from the previous week. While 
there were declines in the Pitts- 
burgh, Cleveland-Lorain, Wheeling- 
Weirton and Buffalo districts, opera- 
tions were higher at Chicago, 
Youngstown and in southern Ohio. 
Elsewhere they held even with the 
previous week. November output of 
ingots, at 3,572,220 gross tons com- 
pared with 2,052,284 tons in Octo- 
ber. On a daily basis the compari- 
son was 75,666 tons against 66,203 
tons in October. 

* * * 

Seasonable Activity — Wide- 
spread winter storms and lower 
temperatures have ended at last 
the long complaints of interference 
with retail trade from unseasonable 
weather. In fact, the plaint has 
turned now toward interruption to 
trafic from gale-driven snows 
throughout the east, north and mid- 
west. Even the deep south has had 
its visitation of really wintry weath- 
er. As a result, seasonable mer- 
chandise and apparel have had their 
long-awaited spurt in demand. Sports 
interest, with the close of the foot- 
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—WANTED— 


Men Who Desire a 


Career in Merchandising 


One of America’s largest and most success- 
ful merchandising organizations has asked 
me to assist them in securing the services 
of a limited number of competent and am- 
bitious men for immediate employment. 


To qualify for these salaried positions {no 
commission or canvassing jobs}, you must 
possess a pleasing personality; a high 
school education or the equivalent; a clean 
record and experience in selling or buying 
one or more of the following lines of mer- 
chandise: 


DRY GOODS 
FOOTWEAR 
WEARING APPAREL 
ELECTRICAL APPLIANCES 
FURNITURE AND FLOOR COVERINGS 
HARDWARE AND FARM IMPLEMENTS 
AUTOMOBILE TIRES AND ACCESSORIES 
HOUSEHOLD ACCESSORIES 


You need have no hesitancy in writing me be- 
cause I have been authorized by the firm for whom 
I am acting in placing this ad to withhold all let- 
ters addressed to me which are written by em- 
ployees of the firm. I am interested in hearing 
from applicants in all sections of the United States. 
Personal interviews will be arranged at geograph- 
ically convenient points for those whose qualifica- 
tions are of interest to the employer. 


Many men have found a lifetime career with this 
nationally known organization. You too may find 
this just the opportunity you have been seeking. 
Act now—this may be your chance of a lifetime. 
Write in confidence stating your age; education; 
positions held; salary earned in each; reason for 
leaving each; if married, number of children; and 
any other information in which a prospective em- 
ployer might be interested. 


REMEMBER—your only investment is the 
postage on your letter. 


Replies accepted by mail only 
BERT L. PARSONS 
(PERSONNEL COUNSELOR) 
Suite 1108—209 South State Street 
CHICAGO, ILLINOIS 


(This advertisement and my services are paid for 
by the employer) 
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NATIONAL 


axdiaiy See 
JOBBERS — 


Only the NATIONAL EX- 
HIBIT offers you Complete 
Factory Displays by leading 
manufacturers of 


HOUSE FURNISHINGS 
MAJOR APPLIANCES 
MINOR APPLIANCES 


For the Twelfth Consecutive 
Year the NATIONAL gives you 
the newest items, the widest va- 
riety of well known staple lines 
and specialties with factory ex- 
ecutives present to serve you. 


HOME LAUNDRY 
EQUIPMENT 


The First Complete Home Laun- 
dry Equipment Display—a new 
outstanding feature. Endorsed 
by the American Washer & Iron 
Mfrs. Ass’n. An important event 
to every wholesaler and dealer. 
The 1939 style show and market. 


STEVENS HOTEL 


CHICAGO 
January 8 to 14, 1939 












ONAL HOUSE FURNISHING MANUFACTURERS ASSOCIATION — 
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ball season, has turned actively 
toward skates, sleds and skis, or else 
to card games, and other indoor 
games of skill. The oncoming holi- 
days are leading many families, who 
can afford it, to refurbish and partly 
to refurnish their homes for winter 
living. A Christmas gift to the 
“home,” from each member in it, is 
a growing and worthy custom which 
alert merchants are learning to fos- 
ter. 
* ¥ a 

Orders Gaining—Except for 
price differences, recent sales of 
wholesale hardware would compare 
quite favorably with those of last 
December. Although some houses re- 
port their outgoing tonnage at very 
close to that of a year ago, dollar 
sales, in most centers, have not yet 
caught up. Orders are fully as 
numerous, and are well-assorted as 
to items. Even the value per item is 
creeping up—pointing to a freer 
spending attitude on the part of the 
retailer. Future ordering, for spring 
delivery, has been conservative, but 
it is always the habit that such buy- 
ing opens up in real volume just 
after the holidays and after inven- 
tory. There is no fear that the 
eventual spring volume for 1939 will 
be disappointing. 

* * x 


Featured Gains—Some of the 
lines mentioned as making notably 
favorable showings are room heaters, 
fuel oil, and paints, the latter prom- 
ising in November to pass last year’s 
month, for the first such gain this 
year. Orders for furniture and rugs 
are running larger than last year in 
nearly every locality. Wheel goods 
and electric trains seem to be this 
season’s early leaders in toy divi- 
sions. Electric razors are fast be- 
coming a major factor in store sales. 

* * oa 


The Nation’s Christmas—The 
National Retail Dry Goods Associa- 
tion, after a business survey, an- 
nounces its expectation that the dol- 
lar volume of Christmas shopping, 
in the four weeks before the holiday, 
would equal that of last year, which 
was one of the largest since 1929. 
Barring adverse weather and _ polit- 
ical influences, $1,200,000,000 is the 
association’s guess as the total of the 
nation’s Christmas expenditures this 
year. The number of gifts probably 
will exceed the total for 1937, it 
states. 

* * * 

Industrial Outlook—Through- 
out the wider field of general indus- 
try, there is still considerable for- 
ward progress. Business Week 
reports its weekly “index of business 





activity” at the opening of Decem- 
ber had risen to 105 per cent of its 
1923-25 average (six months ago 
75% per cent), and had recovered 
61 per cent of its total loss since 
the 1937 peak. Such a recovery 
must be recognized as very substan- 
tial, and it would not be remarkable 
if such a rapid rate of rise should 
show signs of moderating, as de- 
pleted inventories everywhere be- 
come more fully replenished. Un- 
doubtedly the general building up of 
stocks after last winter’s sharp liqui- 
dation, has been a leading factor in 
the betterment of operations during 
the past five or six months. The fact 
that this build-up has been conserva- 
tive, and not speculative, is the best 
assurance that ordering cannot now 
sharply decline, but must be rather 
steadily maintained. 
* & # 


Finances and Credit—Finan- 
cial leaders see constructive factors 
still dominant. The national income 
is growing, business sentiment is im- 
proving, the political picture is 
brightening. Automobile production 
is running at 100,000 cars a week, 
and consumer demand is excellent. 
Construction is still on the uptrend. 
Bank deposits are practically at their 
all-time peak, and thus the credit 
basis for the current level of busi- 
ness activity is still present. Like- 
wise, bank investments are near their 
top, and recently, for the first time, 
excess reserves passed their all-time 
peak, reached in 1935. However, 
commercial loans are very inactive, 
and have dropped back almost ex- 
actly to their mid-summer low point. 
Collections are at a rate causing no 
untoward concern. In some sections 
slowness still prevails, but in gen- 
eral, with better business, bad debts 
are diminishing. 


“Clip-On” Sink Rack 





No. 2640—clips on apron-type kitchen 
sinks or bathroom wash stands and 
holds fast without screws or special 
fitting. It is convenient in tiled bath- 
rooms where additional fixtures are 
needed and where wall space may be 
limited. It can be inverted for use as 
a tie rack on closet shelves. Autoyre 
Co., Oakville, Conn. 
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Electrical Proving Farms 


(Continued from page 32) 


and has been furnished with three 
lights and two convenience out- 
lets. Last year Mr. Peet lost three 
young pigs because of cold. Now 
he has a pig brooder warmed by 
a 500-watt lamp with ultra-violet 
output which can be plugged in 
and started at a moment’s notice. 
“The pig brooder would have 
saved the lives of those pigs,” 
says Mr. Peet, “and any one of 
them would have paid for the elec- 
tric installation.” 

As has been previously stated, 
the farm has 32 acres of apple 
trees. The apples are continually 
subjected to the attacks of insects 
and spoilage and loss of money 
is the result. Now the orchard 
has a light trap using a large 
bulb to attract insects which is 
surrounded with a metal grille 
work which is charged with 4000 
volts. The bugs are attracted by 
the light, hit the grille work and 
it’s all over as far as they are 
concerned, 


Electrical Farm House 


Electricity has also been put to 
work in the farm house. There is 
an electric stove, an electric dish- 
washer, water heater and electri- 
fied laundry equipment, to say 
nothing of the refrigerator, clean- 
ing equipment and small electrical 
appliances. There’s a lot of time 
saved in handling the various 
household duties. 

The farm was originally wired 
with No. 14 wire, but the engi- 
neers replaced this with No. 12. 


‘The larger wire resulted in the 


saving of a lot of current. 
Sixteen manufacturing firms co- 
operated in placing equipment on 
this proving farm. They were as 
follows: Esco Cabinet Co., West 
Chester, Pa.; Anaconda Wire & 
Cable Co., New York City; Papec 
Machine Co., Shortsville, N. Y.: 
Buffalo Forge Co., Buffalo, N. Y.; 
Portland Cement Association, Chi- 
cago, Ill.; Goulds Pumps, Inc.. 
Seneca Falls, N. Y.; De Vilbiss 
Company, Toledo, Ohio; Interna- 
tional Harvester Co., Chicago, 


Ill.; Ireland Machine & Foundry 


DECEMBER 15, 1938 


Co., Norwich, N. Y.; Thomas & 
Betts Products Co., Elizabeth, N. 
J.; De Laval Separator Company, 
Poughkeepsie, N. Y.; C. S. Bell 
Company, Hillsboro, Ohio; Kel- 
lems Products, Inc., New York 
City; Minneapolis-Honeywell Reg- 
ulator Co., Minneapolis, Minn.; 
The Black & Decker Mfg. Co., 
Towson, Md., and E. C. Stearns 
Company, Syracuse, N. Y. 

The first electric poultry prov- 
ing farm at New Hope, Pa., was 
selected by the Westinghouse Elec- 
tric & Mfg. Co. as a field labora- 
tory to furnish manufacturers of 
farm equipment and the Philadel- 
phia Electric Co. with pointers 
for improved designs as well as to 
provide the poultrymen with ad- 
ditional information on practical 
applications of electricity as aids 
to chicken raising. 

Electricians laid 1000 feet of 
underground cable and more than 
a half mile of wire to form the 
distribution system for the new 
wired helpers. The connected 
electrical load of the farm was 
increased more than seven times 
from three kilowatts to 23 kilo- 
watts. 

Advantages in using electricity 
to heat a brooder are said to in- 
clude uniformity of heat, auto- 
matic control, labor-saving and 
elimination of disturbing odors 
and fumes, according to a report 
in the New Jersey Extension En- 
gineering Series. With labor fig- 
ured at a minimum of 25 cents 
an hour and electricity at 3 cents, 
it would cost 5 cents per chick to 
brood electrically. 

Electricity also energizes a 
“Sterilamp” to irradiate the 
brooder house with invisible ultra- 
violet rays. Besides reducing the 
bacteria count in the chicken 
coops and improving the general 
health of the chickens, Westing- 
house investigators report, the 
lamp may also be properly cred- 
ited with increasing the produc- 
tion and durability of the eggs 
during the winter months when 
eggs normally lack sufficient cal- 
cium. By building up the calcium 
assimilation of the hens during 








SELL 
A C M E TACK-POINT 


Corrugated Fasteners 





IN THE NEW COUNTER 
DISPLAY CARTON 


Here’s a product that will pay its way, 
plus a good profit, simply by placing the 
eye-catching display carton on your coun- 
ter. Practically all your customers can 
use Acme Tack-Point Corrugated Fas 
teners. 


Stronger joints are made easier and faster 
in almost any kind of wood product. The 
long beveled points have sharp cutting 
edges which penetrate but do not crush the 
wood fibers. The divergent feature draws 
the two pieces of wood closer together. 
Mail the coupon for a free sample box. 


If your jobber can’t supply you, 
write us direct 





PACKAGED IN 3 POPULAR SIZES 


Fifty fasteners of one size to a package. 
¥%y x 4, Y2 x 5 or ¥% x 5. The display 
carton has 12 boxes. For larger require- 
ments: standard cartons of 250, 500 and 
1,000 fasteners; boxes of 100 fasteners, 10 
boxes to a carton; and in 100-lb. kegs. 


ACME STEEL COMPANY 


General Offices: 2838 Archer Ave., 
Chicago, Iil. 
Branches & Sales Offices in Principal Cities 






WRITE FOR 
FREE SAMPLE BOX \= 





Acme Steel Company, 
2838 Archer Ave., 
Chicago, Ill. 


Gentlemen: 
Send me, without charge, a sample 


box of Acme Tack-Point Corrugated 
Fasteners. 


Pe cebiucsevesh deen eaeseawaaks 











77 











The tapered recess 
in the screw is the 
same shape as the point of the driver. 
The screw clings to the driver. The driver 
can’t slip out of the recess. Faster driving 
methods are safe to use — no more scarred 
surfaces — no more screws driven crooked 
—no more burrs to file off. Pilot holes 
often eliminated. 


SCREW S American Screw 


Company engineers 
carefully worked out the angles of the 
patented Phillips recess to utilize the 
driver’s maximum turning power. Amer- 
ican PLUS Screws, in many industries, 
are cutting assembly costs 50% and more 
... reducing spoilage . . . improving hold- 
ing power. 

An ordinary driver 

can be used — but 

better results come with Phillips Drivers 

(available from American Screw Company 
and leading tool manufacturers). 





GAIN TIME GUIDEDRIVER GUARD WORK 
Copyright 1938 by 
AMERICAN SCREW COMPANY 
Providence, R. |. 
Chicago office and warehouse: 219 W. Randolph St. 
Detroit office: 1010 Stephenson Building 
Pacific Coast representative: Osgood & Howell, 
Los Angeles, Seattle, San Francisco 
Reading Screw Company, Norristown, Pa. 
(division of American Screw Co.) 


U. 8S. Patents on Products and Methods Nos. 
2,046,343: 2,046,837: 2,046,839: 2,046,840: 2,082,085: 2,084,078: 


,079: 2.090, 338, 
Other Domestic and Foreign Patents Allowed and Pending. 


SLOTTED HEAD AND PHILLIPS RECESSED HEAD 
WOOD SCREWS MACHINE SCREWS 
SHEET METAL SCREWS STOVE BOLTS 


and a complete line of allied fastening devices 
IE RIESE ES ROS RORY eee 
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the cold weather, the lamps have 
made the egg shells harder. 

In both the old and new three- 
story hen house on the farm, elec- 
tricity performs a major poultry 
task of getting the chickens up 
early in the morning and keeping 
them awake and eating so that 
they won’t slacken their egg pro- 
duction. A time meter clock au- 
tomatically turns up 23 lamps on 
and off, maintaining a 12-hour 
day for the hens. Farm studies 
have concluded that lighting poul- 
try houses to maintain at least a 
12-hour day the year ’round re- 
sults in increased egg production 
during the cold months from 10 
to 30 per cent. While the total 
annual egg production of a hen 
is not increased by the use of 
electric lights at night and early 
morning, the production is in- 
creased during the winter months, 
the season of higher prices. Un- 
der proper lighting a hen will lay 
an average of three dozen more 
eggs during this winter season. 
And that means more profits for 
the poultry farmer. 

During the summer months two 
electric ventilating fans will keep 
the air circulating in the new hen 
house. Fans are still a novelty in 
chicken coops, but are being used 
in a long-term test to discover 
whether they affect egg produc- 
tion as they are known to improve 
milk production on _ electrified 
dairy farms. 

With about one-sixteenth of an 
electric horsepower harnessed to 
an electric egg cleaner and a one- 
quarter horsepower, to a grader, 
it is expected to save two hours’ 
labor every day on these two oper- 
ations alone. The egg graders 
operate like the glass enclosed 
shovels which dig into a pile of 
penny prizes at amusement parks. 
Its four buckets automatically pick 
up the eggs and set them down 
on four scales which operate ejec- 
tors to sort the eggs of different 
weights. One man should be able 
to complete both jobs in 30 min- 
utes compared with two and one- 
half hours required by hand- 
power. 

But the greatest time-saver on 
the farm is a 2-hp. portable motor, 
designed so that it can be wheeled 
in place to run three operations in 
supplying feed to the poultry. 





Although the electric process 
takes more than three hours to 
insure a slower, careful grind, its 
automatic operation frees the men 
for other farm work. Besides sav- 
ing approximately 20 cents in 
power cost between gasoline and 
electricity for the grinding of 
1000 pounds of feed, the new 
method effects a saving in initial 
outlay. Formerly Mr. Wendig used 
his tractor to operate a 30-hp. 
grinder. The portable motor is 
also available for its other tasks 
of hoisting hay, shelling corn and 
sawing wood. And the men no 
longer have to neglect their fields 
and chores to operate the tractor. 
The result is time and money 
saved. 


Up-to-Date Kitchen 


The modernization program did 
not stop with the chickens’ care 
but has been extended to the 
farmhouse which now boasts of a 
completely electrified kitchen and 
laundry, including new, brighter 
lights, electric range, refrigerator, 
dishwasher, electric water heater, 
spinner washer, 1000-watt hand 
iron and an electric ironing ma- 
chine. 

In the well cave of the house, 
a 750-gallon electric pump has re- 
placed a pump one-third this size; 
electricity has replaced coal oil 
for heating this water for kitchen 
and laundry. 

With the appliances and work- 
ing surfaces installed by step-sav- 
ing order, lighting engineers next 
light-conditioned the house, in- 
creasing the ceiling fixtures to 16 
in number, four wall brackets and 
23 convenience outlets. I.E.S. ap- 
proved lamps were added to the 
living room. 

These are the electrical farm 
helpers which will be watched and 
evaluated during a year-long ex- 
amination. The results of the 
proving tests will be reported to 
the cooperating manufacturers, in- 
cluding the C. S. Bell Co., Hills- 
boro, Ohio; The Hazard Cable 
and Wire Co., Wilkes-Barre, Pa.; 
The Dellinger Mfg. Co., Lancaster, 
Pa.; The Lyon Rural Electric Co., 
San Diego, Calif.; the B. F. Sturte- 
vant Co., Hyde Park, Boston, 
Mass., and the Philadelphia Metal 
Works, Philadelphia, Pa. 
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The Stove Convention 


(Continued from page 42) 


ness men. The automobile industry 
has outsold radio and radio has out- 
sold stoves. I don’t know what you 
think about these facts, but what- 
ever you think, it will have no effect 
upon the facts. It may affect you, 
but it will not affect the facts. You 
can’t break the Ten Commandments. 
Violate them, and they may break 
you, but you can’t break them. 
Under our Constitution everyone en- 
joys the right to sell his own ideas. 
Whether those ideas are right or 
wrong, if others make better use of 
the selling instrument, they win and 
you lose. 

“It is the contention of thinking 
men that selling is our salvation, 
regardless of whether it pertains to 
politics, labor, or increasing the 
total volume of stove business. We 
should remember, too, that adver- 
tising performs the function of sell- 
ing. An advertisement is a sales- 
man; a million advertisements are a 
million salesmen. Suppose, for ex- 
ample, that you should send out 
20,000 salesmen tomorrow. You 
would expect a large increase in 
business and no doubt you would 
get it. You would get it because 
these salesmen would contact pros- 
pects and create in them the neces- 
sary emotion and desire to buy. In 
other words, selling is no more or 
less than thought engineering, and 
the salesman, whether he is an indi- 
vidual or an advertisement, uses 
words and personality as his tools. 


Change More Minds 


“Advertising is the greatest mind 
changer in the world and to increase 
the stove volume we must change 
more minds. It should not be our 
purpose to simply switch people 
from one brand to another, but 
rather to increase the total number 
of stoves purchased. This can be 
and must be accomplished, if we 
would entertain the idea of pro- 
gressing as an industry. I ask you 
to keep this thought of 20,000 sales- 
men in mind until you have heard 
the recommendation of your com- 
mittee on Sales and Advertising. 
Lest we become too ‘production 
minded’ and think only in terms of 
quality or price, I should like to 
point out that the main object in 
life is happiness. And happiness 
hinges upon fulfilling our desires 
rather than our needs. Conditions 
create needs and our needs are 
small. But salesmanship creates de- 
sire and our desires are great. Shall 
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we, as an industry, content ourselves 
with fulfilling needs, or accept the 
greater challenge of creating and 
fulfilling desires. I leave that to you. 
The psychology of creating desire 
depends upon good salesmanship. 
Salesmanship will defeat depres- 
sions, it will create demand for the 
consumption of goods, it will pro- 
duce employment, which in turn 
provides the money to fulfill more 
desires. It will not only save our 
own necks, and our own industry, 
but if applied generally, it can and 
will save America.” 

Mr. Dunckel made the closing ad- 
dress of this session, reporting to 
the members on the finances, mem- 
bership and other details incident to 
the Institute’s operations. At other 
sessions Mr. Dunckel led discus- 
sions and answered questions on 
hours and wages legislation; cost ac- 
counting methods; inventory pric- 
ing, and state and federal legislation 
of interest to the industry. 

On Thursday afternoon, the con- 
vention considered the “promotion 
of stove sales” through: (1) the 
hardware trade, (2) the furniture 
trade, and (3) the bottled gas dis- 
tributors. Rivers Peterson, manag- 
ing director of the National Retail 
Hardware Association, and Roscoe 
R. Rau, executive vice-president of 
the National Retail Furniture Asso- 
ciation, spoke for their respective 
trades, and A. B. Cameron, sales 
manager, Division of Philgas, Phil- 
lips Petroleum, handled the third 
part of this program. 

Mr. Peterson stressed the envi- 
able credit position enjoyed by the 
retail hardware trade and its low 
record for mortality. He doubted the 
interest of hardware men in partial 
payment sales plans, believing hard- 
ware stores are able to sell stoves and 
other major appliances without this 
device. He criticized manufacturers’ 
advertising prepared for dealer use 
as providing too little space for the 
store name and address and said 
that too much stove advertising and 
sales ideas were premised on me- 
chanical features instead of creating 
desire for the services that a stove 
would provide. Wherever you see a 
hardware store emphasizing miscel- 
laneous small items on open table 
displays you have a first class pros- 
pect for selling stoves, because, he 
said, such stores are creating and 
maintaining store traffic, which 
stoves alone cannot create, as he 
said the average woman buys but 


(Continued on page 84) 








PROFIT WITH 
VLCHEK TOOLS 


“It's a VLCHEK- 


it can take it!” 





@This famous “Insulgrip” 
Screw Driver has a mold- 
ed composition, sharply 
fluted handle which is an 
excellent insulator. Blade 
of high carbon steel, heat 
treated and polished.*eOne 
of acomplete line of popu- 
larly priced profit makers. 


THE VLCHEK TOOL CO. 
3001 E. 87th St. + Cleveland, Ohio, U.S.A. 
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FASTER TURNOVER 


MORE VOLUME 
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Meet Every Demand 


of Your Trade with 


U S POULTRY f 


NETTINGS e 


You simplify buying, stocking and re-ordering... 
speed up turnover, 
when you standardize on U. S.HEXLOK and 
These 
superior hexagon-mesh and straight-line fabrics— 
from one dependable source—fill every demand 
of your trade; meet every phase of competition; 
give outstanding consumer satisfaction; build 


hold down inventory... . 


U. S. STRAITLOK Poultry Nettings. 


profitable repeat business. 


U. S. HEXLOK and U. S. STRAITLOK 
Poultry Nettings are distributed only through 
Ask 


your Jobber—or write for complete information! 


INDIANA STEEL & WIRE CO. 


the regular wholesale and retail trade. 


Muncie, Indiana 
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cake h mesh, No. . = 5 
ee h mes! , No. | ‘> 
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The Future of Builders Hardware 


(Continued from page 50) 


specifications. These are assets which 
many of you have in common. 
Identification and certification in 
accordance therewith promote con- 
fidence on the part of the consumer 
and the architect at the time con- 
fidence is most needed, namely at 
the point of sale or when job speci- 
fications are written. 

It seems to me that there are a 
number of opportunities for group 
promotion which in due _ course 
would have a profound effect upon 
the status and stability of the in- 
dustry. For example, a concerted, 
consistent, and continuous advocacy 
of an allowance for builders’ hard- 
ware such as the “2 per cent for 
finishing hardware” now advocated 
by the contract distributors. It is 
true that the actual expenditures for 
builders’ hardware vary with the 
different types of buildings from a 
fraction of one per cent to around 
2 per cent, but I believe you will 
agree that if 2 per cent were set 
aside in the early estimates for 
builders’ hardware, more buildings 
would be properly and adequately 
equipped. A slogan of this sort 
should at least be helpful in bring- 
ing about a more careful considera- 
tion of the hardware needs of any 
building. 

Recently I checked through the 
catalogs of more than a dozen of 
our leading architectural schools 
and colleges. It is my conviction 
that the devices for supporting, 
guarding, operating, controlling, or 
securing the various movable parts 
of a building represent the result 
of much ingenuity, knowledge, ex- 
perience, and training; that satis- 
faction in the occupation of a build- 
ing depends in a large measure 
upon the proper selection and oper- 
ation of these devices known as 
builders’ hardware; and that archi- 
tectural courses should include some 
studies or lectures so as to give 
architects a better understanding 
and appreciation of the various 
types and constructions of locks, 
door closers, hinges, and miscellane- 
ous hardware. I found that a num- 
ber of the colleges give courses on 
the “Mechanical Equipment of 
Buildings” including plumbing, 
heating, ventilating, air condition- 
ing, refrigeration, elevators, illumi- 
nation, telephones, vacuum systems, 
power systems, and traffic. In none 
of the courses as outlined in the 
catalogs did I find any reference 
whatever to builders’ hardware. Dr. 
S. W. Stratton, former president of 


the Massachusetts Institute of Tech- 
nology, regarded this as a weak- 
ness in the architectural courses 
and encouraged periodical lectures 
to students by leading manufactur- 
ers. 

It seems to me that here is 
another broad opportunity for co- 
operative action in outlining and 
stimulating courses on_ builders’ 
hardware in the architectural col- 
leges. Encouraging a better ap- 
preciation of builders’ hardware 
among the architects would natu- 
rally result in specifications for 
better grades and types of hardware- 
and for a more adequate equipment 
of buildings in contrast to the scant 
consideration which builders’ hard- 
ware now receives, generally as an 
afterthought. 

An ever-increasing percentage of 
houses which shelter our ultimate 
consumers are built speculatively 
and sold complete. The hardware 
as it greets the eye of the prospec- 
tive purchaser has been shorn of alP 
cartons and other containers which 
might have told of its real character. 
Much of this hardware is merely 
plated steel, although its appearance 
indicates it to be brass, and the 
purchaser discovers the difference 
after a few short months of use. A 
standard legible symbol, placed in 
an inconspicuous but observable 
location on lockfronts, strikes, 
knobs, escutcheons, and other items, 
would make it easy for the pur- 
chaser to check the kind of hard- 
ware and would provide additional 
sales arguments all along the line 
which would tend to elevate the 
general quality of builders’ hard- 
ware. 


Period Hardware 


Various types and periods of 
architecture call for definite types 
and finishes of hardware. It seems 
to me that the industry as a group 
is best qualified to make collective 
suggestions on these points and 
thus win further attention and ap- 
preciation from the architect and 
the owner. It might be surprising 
to some to know that various grades 
and finishes of oak flooring are 
suited to different types of archi- 
tecture, and this has not only been 
recognized but promoted by the 
National Oak Flooring Manufac- 
turers Association in a pamphlet 
which sets forth in an attractive way 
the composite recommendations of 
the industry. 
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The tendency is all too frequent 
among industries these days to post- 
pone attacks on common problems, 
waiting for better times. They ac- 
cept plans as sound and construc- 
tive but put off the application and 
the expenditure of any effort or 
funds in that direction “because of 
the depression.” When prosperity 
does arrive for a brief period, they 
are so busy filling orders and at- 
tending to individual company busi- 
ness that there is no time for 
common problems. Our observation 
is that industries which in recent 
years have made the greatest gain 
toward independence and stability, 
which have carved for themselves 
solid foundations, proving their 
worth and expanding with confi- 
dence, are those which have been 
driven by dire necessity in the 
blackest periods of their history to 
cooperate in a shoulder-to-shoulder 
attack on mutual problems such as 
I have outlined. 

It is very encouraging and 
heartening to me personally to ob- 
serve the courage and optimism 
with which the National Associa- 
tion of Contract Builders’ Hardware 
Distributors have joined hands and 








FOR 1939 


@ A Knockout in 
Streamlined Sales Appeal 


The appearance, strength, neatness and freedom from 
complicated mechanism of these new mowers will show 
you at a glance the SALES APPEAL they have 


for the prospective buyer. 


For 1939 the HOMELAWN will be 
the choice of wise dealers who are 
looking for something that is new and ~ 


in step with the times. 
TORO HOMELAWN 
mowers will be stocked 
by leading jobbers and 
sold on a fair profit 
basis. 


Why not write 
today? 


TORO 


MANUFACTURING 


CORPORATION 


Minneapolis 


Minnesota 


are now leading the way for ad- 
vancement in this industry. They 
know that waiting for prosperity 
won't do it; they know that wishing 
a la “Snow White” won’t do it; they 
know that a lot of work and effort 
is going to be required and that at 
no time will they be able to lean 
back and say that the job is 
finished because there always will 
be work ahead of this nature. 

I have tried to point out that the 
future of builders’ hardware is in 
your own hands; that in spite of 
difficulties abroad, complications 
and frustrations at home, there are 
numerous opportunities for con- 
structive action. That by continuing 
what has been so well begun; 
establishing standard nomenclature, 
finishes, certain dimensional inter- 
changeability, and quality designa- 
tions; assuming full responsibility 
to the buyer for products in con- 
formance with such __ standards, 
through voluntary, legally-binding 
statements in advertising, on in- 
voices, labels, or marks on the goods 
themselves; and having by these 
means emerged from previous de- 
fensive positions, progressive hard- 
ware manufacturers and distributors 





— 


can enjoy the confidence and good 
will of the consumer and can puslr 
ahead to higher levels of competi- 
tive opportunity, consumer accept- 
ance and stability. 


Winchester Sales Helps 


To give the retail sporting goods and 
hardware dealers help on their advertis- 
ing problems, the Winchester Repeating 
Arms Co., New Haven, Conn., has issued 
a new book of dealer sales helps. It 
supplies a new series of over 40 special 
advertisements tying up the various 
Winchester products directly and prac- 
tically with the dealer’s store. <A 
section shows dealers how to prepare 
their own ads, giving suggestions as to 
writing copy and preparing layouts and 
explains a few of the mechanics of re- 
products. Also included are a selection 
of cuts of Winchester products and 
atmosphere illustrations available. In 
addition to the advertisements, which 
are available free in mat or electrotype 
form to Winchester dealers, the book 
also lists and _ illustrates numerous 
folders and catalogs on the various 
Winchester products, with suggestions 
for their distribution to customers. An- 


other section is devoted to window and 
store displays. Copies of this book are 
available without charge. 
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Built in Two 
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18 and 21 Inch 
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FREDERIC CLEMENT 
LARIVIERE, head of Lar- 
iviere, Incorporée of Montreal, 
Canada, has been identified 
with the hardware business 
for the past 58 years. He was 
born in Montreal on April 3, 
1863, and is a member of a 
family that came to Canada 
from the southern part of 
France in the Seventeenth 
Century. Mr. Lariviére was 
educated at the Catholic Com- 
mercial Academy of Le Pla- 
teau and graduated with hon- 
ors in 1880. Immediately after 
graduation he became identi- 
fied with the hardware firm 
of J. H. Wilson in West Mon- 
treal and remained with that organization until 1889 
when he became identified with Amiot & Lecours, also of 
Montreal. In 1892 he became a full partner of the firm, 
which became Amiot, Lecours & Lariviere. Upon the 
death of his two partners he became head of the firm 
which became an incorporated company in 1902 and 
adopted its present name in 1909. Mr. Lariviére has al- 
ways been keenly interested in public affairs and was 
president of the Chamber of Commerce in 1911. He has 





F. C. LARIVIERE 


Hardware Age 
Fifty Year 
Club 


been president of the Choral Association of St. Louis de 
France, acknowledged to be Montreal’s best choir, since 
1900. Mr. Lariviére has also been a director of a fire in- 
surance company and of several manufacturing com- 
panies and is a past president of the Hardware Section, 
Province of Quebec, of the Retail Merchants’ Association 
of Canada. 


J. T. RILEY, Missouri and 
Kansas sales manager for 
Simmons Hardware Co., St. 
Louis, Mo., wholesale hard- 
ware distributors, recently 
celebrated his 50th anniver- 
sary as a Simmons man. As a 
boy’ he became an employee 
of the former Simmons retail 
store in St. Louis. Some years 
later when the retail store was 
discontinued he entered the 
stock department, where he 
further familiarized himself 
with the company’s stocks. 
Later he became a traveling 
salesman for Simmons cover- 
ing the St. Joseph, Mo., area J. T. RILEY 
for his house. In March, 1907, 
he was made salesmanager for the states of Missouri and 
Kansas and in that capacity has made many friendships 
for his company and for himself. Outdoor life has always 
appealed strongly to Mr. Riley and baseball has been his 
favorite sport for many years. Any baseball game is of 
interest to him but he is really in his glory when in the 
stands rooting for the St. Louis Cardinals. In the cooler 
months when he cannot watch ball games he finds much 
pleasure in a game of bridge. Mr. Riley is very active in 
promoting the welfare of his home town—University 
City—a suburb of St. Louis. 
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PHILLIPS 
RECESSED-HEAD SCREWS 


Because Corbin has been the leader in screw manu- 
facturing for a lifetime. Your customers want these 
new selt-centering, slip-proof Phillips Screws—and 
they'll welcome t fe assurance of dependability 
guaranteed by the Corbin name. 
The tapered head and driver fit exactly — 
reduce spoilage, improve speed, holding 
power, appearance. 
Licensed to be manufactured and sold 
yo Patent Nos. 2,046,837 —2,046,838 — 
2,046,839 — 2,046, 840 — 2,046,843. “Other 
domestic and foreign patents allowed 
and pending. 

















of ready to nall H ™ 
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holes are clean, 
. Tough, otrene, long wearing. 
— Write for information. — 





THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
New Britain, Connecticut 


Western Factory, Dayton, Ohio Warehouses. New York Chicago 


ASBESTOS 
Spring Hinges of Ona FLAMEMASTER otis. 


~-(CHICAGO)~ (Res. U. 8. Pat. Off) (FREE) 


Makes Your Wick Business 


SPRING HINGES : 2 AY BIG! 


There Is No Substitute for Quality 























HOUSANDS of dealers have 


That is why the Chicago — their wick business on a 

. . \ : ighly profitable basis with 

Spring Hinge Company the Flamemaster Dispenser— 

by correct design, quality the new and better way of 

y t en, q s merchandising asbestos wick- 
pee of materials used and ing. 

| workmanship aims to Attracts the attention of 

‘ store customers—invites sales 

Bi make “Triplex” Lavatory —advertises you as “Wick 

- : . = Headquarters" in your neigh- 

Door Spring Hinges the borhood. Keeps stock clean 

best on the market. and salable. Saves time serv- 


ing customers. And—most im- pat. 
portant of alli—puts an end applied for 


For the same _ reason to loss caused by mistakes in 


Attractively pe gan in 3 colors. 





Owners, Architects and cutting. nag os oe ‘Ailmetsl: weleit” only 10. the. 
; i = i . 1 is included 
Contractors who strive Sa FREE Dealer Selling Aids Includes 
i i H Fi ter Wick (R built 

to build with credit to jamemaster Wic os of moe See}: correctly bu 
their name or profession, YOUR CHOICE OF [] DEAL No. 1400 ##. of Flamemaster 
e ° ic is - @eac n ese 
Type 2242 select Chicago Spring SPECIAL — reruler widtha: 74" —V" 14" 194" 

i i i hic Dispenser OR 

Hinges for buildings which they plan and erect. DEALS co ora. we. . ee 
Wick—200 ft. of %” and 200 ft. of 


Hardware Dealers will find “Spring Hinges of 


+. 99 . Dealer's Net $9.25 1%”, all in 100 ft. rolls. Dispenser 
Quality” easier to sell. Delivered FREE. 


ORDER YOUR DEAL AT ONCE. Mark X in square. Fill in your Name 
and Address in space below, clip ad and forward to your JOBBER. 


Chicago Spring Hinge Company, a. ee AM 
CHICAGO U.S.A a vo Send Jobber’s name if he can’t supply you. Sold Exclusively through Hdw. Jobbers 
Bhs cali TRIPLEWEAR, PATERSON, N. J. 
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tHE Profét 
Parade 


“Little Giant” screw plates have 
“made more money” for hardware 
dealers than any other kind .. . and 
here’s why. 


1. Over 1,000,000 “Little Giant” 
sets sold in 30 years—probably 
more than all others combined. 


i) 


. Your profits are larger. You 
make approximately d ou ble 
the gross profit pe: sale on 
every size. 


3. An already established demand 
for “Little Giants” is continued 
and increased by consistent ad- 
vertising. 


PROFITS are FASTER and BIG- 
GER when you sell “Little Giant” 
screw plates. Check your stock to- 
day. 





GREENFIELD TAP & DIE CORP. 
GREENFIELD, MASSACHUSETTS 


Detroit Plant: 2102 West Fort St. 


Warehouses in New York, Chicago, Los Angeles 
ond San Francisco 


In Canada: Greenfield Tap & Die Corp. 
of Canada, Ltd., Galt, Ont. 


GREENFIELD 
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The Stove Convention 


(Continued from page 79) 


three stoves in an entire lifetime. 
He urged stove manufacturers to 
appraise the importance of the re- 
tail hardware trade as found in 
the smaller towns and not by exam- 
ples to be found in the major cities. 

Mr. Rau said that 7.8 per cent of 
a retail furniture store’s business 
was in the stove department and 
that the better furniture stores are 
located in the larger cities because 
it costs so much to operate a suc- 
cessful store in that field. 

Mr. Cameron told how bottled gas 
distributors can sell stoves, and of 
their keen interest in having stoves 
operate efficiently in order to enjoy 
the repeat trade on the fuel. This 
field he said insisted upon A.G.A. 
standards and were partial to dem- 
onstration selling plans and _ obvi- 
ously operate beyond the power lines 
and the gas mains. 

An important project of the In- 
stitute under the direction of the 
sales and advertising committee is a 
planned dealer supplement to be 
sent to an estimated 20,000 various 
types of stove distributors, twice a 
year with the Institute’s publication 
The Stove Builder, which has a nor- 
mal circulation restricted to manu- 
facturers. It is planned to sell stove 
manufacturers advertising in these 
twice-a-year dealer supplements and 
to develop other forms of promotion 
with the proceeds. This activity has 
been and continues under the direc- 
tion of E. F. Garno, The Floyd- 
Wells Co., Royersford, Pa., as chair- 
man of the committee, and S. C. 
Baer, The S. C. Baer Co., Cincin- 
nati, Ohio, publicity director for the 
Institute, who jointly conducted two 
sessions devoted to discussions of 
these plans. 

Mr. Garno expressed the vital 
need of having stove industry mer- 
chandising on a par with the efforts 
of other major item producers and 
said there is a definite necessity of 
such activity being handled on an 
industry-wide basis. Mr. Baer told 
of the difficulties in preparing such 
a program due to the fuel differ- 
ences in the lines of the various 
members. 

President Chester, Vice-President 
Ackerson and all other officers were 
re-elected. President Chester was re- 
elected by acclamation on the ap- 
propriate suggestion by Mr. Acker- 
son. 

Thursday evening the convention 
delegates were the guests of the 


Newport Rolling Mill Co., and the 


Andrews Steel Co., Newport, Ky.. 
and were escorted through the roll- 
ing mills of this organization, which 
were in full operation. 

Friday night the convention came 
to a close with the annual banquet. 
at which Harold Van Orman, for- 
mer lieutenant-governor of Indiana, 
and manager of the McCurdy Hotel, 
Evansville, Ind., acted as toastmas- 
ter in his own inimitable style. 

Charles R. Hook, president of the 
American Rolling Mill Co., Middle- 
town, Ohio, and of the National As- 
sociation of Manufacturers, made 
the principal address, discussing the 
responsibility of management to as- 
sure continued American standards 
of living, profitable operations of 
American business in the free enter- 
prise manner, maintained buying 
power by placing the unemployed 
back into the ranks of private enter- 
prise where they belong and _ busi- 
ness operations unhampered by leg- 
islative or governmental regulations. 





Clinics Pyramid Profits 
(Continued from page 39) 


sections are doing a good busi- 
ness. 

“We have a man who handles 
automotive and electrical prob- 
lems, and we also have another 
man for electric refrigerator and 
motor boat repairs,” said Mr. 
Stangel. “We think we are equip- 
ped to handle any problem of our 
customers, and we know they like 
this service. When we entered 
this auto and mill supplies field 
in a large way, we figured we 
might as well do the thing right 
or not do it at all. 

“Back in 1933 when we began 
training our sales force along the 
lines advocated by the Manitowoc 
Vocational School, we liked the 
results so well, that we have ex- 
tended this training to the men in 
our auto and mill supplies depart- 
ments, and we have been pleased 
at the way in which they have re- 
sponded and become better sales- 
men. Inasmuch as our firm setup 
includes retail and _ wholesale 
hardware, auto and mill supplies. 
we think we have a well balanced 
merchandising lineup which will 
produce a satisfactory volume and 
profit twelve months of the year.” 


HARDWARE AGE 

















Advertised 
Nationally to 
20.721.000 


It’s the most extensive consumer cam- 
paign ever undertaken to increase 
dealer sales for a metal sponge. 


In Women’s Magazines 


The women buyers in more than 
18,981,000 homes are reached regu- 
larly and impressively ... and that 
includes practically every profitable 
customer that enters your store. 


Plus Coast-to-Coast 
Radio Broadeasting 


Over 14 high-wattage stations, with a 
potential audience of 11,740,000... 
and one ofthe most interesting women’s 
programs on the air. 


---IT PAYS TO CARRY THE 
COMPLETE GOTTSCHALK LINE 
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GRAY- DIAMOND 


WELDED 


FABRIC 


@ Yes sir, WELDED—the most modern netting con- 
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Kitchen Jewel, 
with knob, 10e 
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METAL SPONGE SALES CORP. 
Philadelphia, Pa. 
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AUGER BITS 


SELL THEM BY THE SET 


Divide sales effort and multiply profits by 
selling labor-saving Forstner Auger Bits by 
the set. Cash in on the need of every wood- 
worker for a complete size range of these 
all-purpose tools by offering them in con- 
venient, compact sets of 9, 11 or 17 bits. 


Forstner Bits, unlike others, are guided by 
a circular rim instead of a center or level. 
The entire cutting surface is working at all 
times leaving a clean, smooth hole regard- 
less of knots 
or grain direc- 
tion. 
















Write now for 
catalog which 
describes the 
entire line of 
Forstner Bits 
for hand and 
machine bor- 
ing. 
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PROGRESSIVE MEG. CO 


SemmEC Tt Ee te 


struction you can find. For that’s extra strength, 
stiffness, wear and appearance that no twisted net- 
ting can match. GAnd beneath Gray Diamond’s 
heavy galvanized or green painted coating is that 
Wickwire made, copper bearing, open hearth, low 
sulphur Steel—rust resisting and extra tough. 
g Dealers stocking Gray Diamond are reaping new 


sales, new PROFITS. Ask Your Jobber. 


WICKWIRE BROTHERS 








CORTFLAN D:-:N E W YO & Ss: 4. S.A 


NEW 


BUCKEYE CHICKEN FRYER 


and 











BROILERETTE 


A Chicken Fryer is a necessity 
in every kitchen. Buckeye’s 
New roomy Chicken Fryer not 
only meets this need but pro- 
vides an under-oven Broiler- 
ette, producing delicious, ten- 
der, broiled foods without the 
mess and bother common to 
old-fashioned broiling methods. 


Individually Packed 

















What This 
Combination 
Will Do! 


Deep, 11" Chicken Fryer 

Bun Warmer 

General Utility Fry Pan 

Under-oven Broilerette 

Top-of-Range Steamer 
Buckeye No. 499 


Write today for details  \— 














MADE AND GUARANTEED BY 


THE BUCKEYE ALUMINUM CO. + WOOSTER O. 





CUT yourself a 
BIGGER SHARE 


of axe business! 





Collins Axes, first on 
Balance, Temper, Steel, 
Straight Eye—‘cut longer 
between sharpenings.”’ 


These definite advantages 





prompt users to choose MICHIGAN 


Collins Axes. +» SINGLE BIT 


The complete line of 
Collins axes, mattocks, 
small axes, hatchets, bush 
hooks, hoes, offers sizable 


profits, satisfied customers. 


Order from your jobber. DAYTON 
If he can’t supply you, SINGLE BIT 
please write us. The Collins mS 


Co., Collinsville, Conn. 


For 112 years 
this trade mark 
has been the 
guide to the 





DAYTON SINGLE 
BIT, BEVELED 


best in axes. Learrimus 











A Hot Number! 


The little red - headed turbine 
sprinkler that caught the public 
fancy last season is out to make 
bigger sales than ever! Only three 
parts — no lubrication needed — 
can’t get out of order. 


Premax Turbine Sprinkler 


Will make money for you if you 
put one on your counter. Dealers— 
Send 25¢ and jobber’s name for a 
sample postpaid in U. S.—¢get its 
eye-appeal—try it on a hose. 


SEND FOR BULLETIN 











IeMOX focus 


3901 Highland Ave., Niegera Falls, N. Y. 
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Callers 


(Continued from page 46) 


passed 30 his reactions were not 
as quick. This reply on the cap- 
tain’s part reminded me of an 
article I read recently about the 
best football players and the best 
boxers. The balance is all in 
favor of the young fellows. There 
is no question among experts that 
as we pass 30 years of age we 
start slowing down. So the world 
belongs to the young. And this 
reminds me of an article I have 
just read in Youth in which a 
celebrated French scientist goes 
on to prove that prehistoric man 
lived to be on an average of 40 
years old. If he lived to be 50 he 
was old and played out. Prehis- 
toric woman did not live as long 
as man, but in this age women are 
living longer than men. Did you 
know that in the time of Caesar 
in the Roman empire, the average 
life of a Roman was 18 years? 
When one goes to Florence, Italy, 
and studies the dates on the tomb- 
stones of the great writers and 
painters, it is surprising to see 
that most of them died before they 
were 40. Old age, therefore, seems 
to be a modern institution. That 
may be one reason for unemploy- 
ment. The old fellows are holding 
the jobs down so long that the 
younger fellows haven’t a chance. 


* * * 


Another caller this week has 
just returned from a journey of 
several months through South 
America. He states that as a re- 
sult of President Roosevelt’s visit 
to South America and his attitude 
of meeting the South American 
republics on a basis of equality, 
he has found the good will of these 
South American countries toward 
the United States is much better 
than it was on his last trip 
several years ago. Then he went 
on to discuss the great increase in 
national feeling in these various 
countries. Each country feels 
that it should develop its own re- 
sources with its own people. Natu- 
rally they do not like to see large 
profits taken out of their country 
for the enrichment of other coun- 
tries. He said that the usual for- 
mula of business in South Ameri- 
can countries for our better class 


of corporations was first to estab- 
lish agencies in the hands of 
foreign merchants. Then if these 
agencies prospered, the next thing 
was to establish their own agen- 
cies, and in these agencies they 
used Americans as managers, fore- 
men, head men, etc. Then when 
the natives of these various coun- 
tries saw these American institu- 
tions prospering, they decided 
they should share in this pros- 
perity by increasing tariffs, taxes 
and passing laws that natives of 
the country must be employed in 
these concerns, up to 75 or 80 per 
cent of the total number employed. 


Costs Increase 


These limitations in turn so in- 
creased the cost of doing business, 
especially when capable and eff- 
cient native help could not be ob- 
tained, that the next move was for 
the American manufacturer to 
establish his own factory in the 
country. So this he did, sending 
down his executives, foremen, 
managers and workmen, to pro- 
duce the goods in the new factory. 
As a result of this, soon these 
countries passed laws more strin- 
gent than ever, increasing taxa- 
tion, tariffs on raw materials and 
also on controlling labor. As a 
result many Americans found that 
their foreign factories instead of 
being assets, were very trouble- 
some liabilities. 

Of course, as in the case of 
Mexico, the next thing that fol- 
lowed was the “ex-appropriation” 
by the government of these enter- 
prises, oil, manufacturing, etc., 
and now this is even extending to 
the seizure of land by the govern- 
ment without any definite plan of 
payment. 

“Now,” said this gentleman, 
who has had wide experience in 
foreign trade, “a lot of this trouble 
could have been avoided by just 
a little foresight. It is better to 
enjoy a half a loaf of bread than 
no loaf at all. If these American 
manufacturers had first carefully 
sought the support of able mer- 
chants and financiers in these 
foreign countries (natives of the 
country) and had established the 
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business in their names and 
worked with them on a fifty-fifty 
basis, 50 per cent interest for the 
native and 50 per cent for the 
American, a great influence would 
have been established to build up 


good will and support locally for 
these institutions, instead of the 
present situation when the entire 
idea of the country is to drive out 
concerns considered to be foreign 
interlopers or exploiters.” 





Three Turnovers a Year on Playthings 


(Continued from page 37) 


more than 200 titles for boys and 
girls, including classics and popu- 
lar fiction stories. Comic books, 
youngster’s paint books, etc., are 
also offered. Books are priced 
from 50 cents to $1.00. 

Coaster wagons and velocipedes 
are displayed at all times. Letting 
a youngster ride in a wagon or 
pedal a velocipede around the base- 
ment increases the child’s desire 
for such vehicles, therefore chil- 
dren are encouraged to try out 
these lines. Giving children this 
freedom is a sure-fire good-will 
builder, and by watching them in 
a friendly manner the store staff 
sees that the youngsters do not in- 
jure either themselves or the mer- 
chandise in the store. All lines in 
the toy section are within easy 
reach of youngsters which makes a 
big hit with the kiddies. Despite 
this policy losses from pilferage 
are negligible—being limited to 
the occasional loss of a pair of dice 
or a token from’ game. 

As to toy department policies 
Mrs. Zollmann says, “When new 
customers come into the store we 
call their attention to the basement 
gift and toy depatment. Our cus- 
tomers of long standing know all 
about it. We'll sell toys at as low 
a price as the big department 
stores in the heart of Milwaukee, 
unless those stores are simply mak- 
ing a special of an item for a lim- 
ited time. When we think a lower 
price on toys offered by a depart- 
ment store will hold for a long 
time, we try to meet that price. We 
use odd prices as much as possible 
and are not bothered by competi- 
tion on toys because the big de- 
partment stores do not play up 
toys except at Christmas.” 

Although toys are naturally 
given their biggest play in the dis- 
play windows at Christmas-time 
some window display space is 
given to the line during the sum- 
mer holidays. The use of toy win- 
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dows in the summer offers sugges- 
tions to parents who are concerned 
as to what to give youngsters to 
keep them happy, and out of mis- 
chief, during the long vacation pe- 
riod. 

The main floor display room 
measures about 70 by 40 ft. the 
basement space devoted to toys 
the year “round is about 36 by 40 


ft. 
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WESTINGHOUSE LAMP DI- 
VISION, Westinghouse Electric 
& Mfg. Co., Bloomfield, N. J.—With 
in each of the six Westinghouse 
Lamp districts a total of 100 teams 
ef jobber salesmen captained by 
Westinghouse salesmen ‘will com- 
pete for prizes. They will be in the 
form of merchandise which the win- 
ning salesmen will select, and will 
purchase through the medium of 
certificates. One prize will go in 
each district to the winning jobber, 
to be distributed among his com- 
peting salesmen. Another prize will 
be awarded each month of the six 
months’ contest to all jobbers, 60 
per cent of whose salesmen have se- 
cured one or more contracts during 
the month. Still another prize will 
be awarded in each district to the 
jobber salesmen having the high- 
est individual score. Contest started 


Oct. 1. 





Ammunition Catalog 


The Remington Arms Co., Ince., 
Bridgeport, Conn., has issued a new 
ammunition catalog containing valuable 
information for dealers and consumers. 
Every cartridge and shell in the Rem- 
ington line is illustrated in actual size 
and each has a separate caption deal- 
ing with adaptations and specifications. 
The center-spread is a large chart illus- 
trating the right “Kleanbore” cartridge 
for every kind of game. Another chart 
lists cartridges that will interchange 
and bullets of similar construction. Four 
pages are devoted to the average bal- 
listics of Remington cartridges and rep- 
resent standard velocity, energy and 
trajectory figures as adopted by the 
Sporting Arms and Ammunition Insti- 
tute. 












When you sell Simplex size-marked pump 
leathers you profit in many ways. Simplex 
cost no more than other good packings 
and the size-marked feature eliminates 
waste time due to mistakes and customer 
complaints 

When you sell a Simplex pump leather you 
know it will stay sold and, furthermore, you 
know that your customer is satisfied with his 
purchase because it fits the first time. 


Ask your jobber or write us for price list 


MATEY FA CTY ££ SC 
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full Length 
Tail 


SHERMAN 


Wrought Brass 
Couplings 


When garden hose is equipped with 
Sherman Couplings there is sure 
satisfaction. Made of heavy wrought 
brass, with die cut threads and 
washer retaining nuts to give per- 
manent satisfaction. 


Fig. 25—standard, full length tail 
type for use with hose clamps. 
Fig. 77—short tail type for use with 
ferrules, which do not require full 
length tails. When clamps are used 
full length tails are recommended. 


Standard 
Fig. 25 


All standard sizes. Look for the 
name SHERMAN on the nut. Keep 
supplied. 


Sold through Jobbers 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK MICH. 
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by more than 
a million travelers 


No wonder the Benjamin Franklin 
has been approved by more than 
a million visitors to Philadelphia! 
Experienced travelers like its mod- 
ern service and comfort. They ap- 
preciate its convenient location. 
And their budgets approve the rates 
which make it the 
big hotel value 
in Philadelphia. 
1200 rooms. 





Complete fa- 
cilities for 
meetings, 
from small 
groups to 
conventions. 


THE 
BENJAMIN 
FRANKLIN 


SAMUEL EARLEY, Managing Director 


Philadelphia 
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American Hardware Manufac- 
turers’ Assn. semi-annual convention 
and Southern Hardware Jobbers’ an- 
nual convention, April 17-20, 1939, at 
Hotel Roosevelt, New Orleans, La. 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary-treasurer of 
the manufacturers’ association. T. W. 
McAllister, Grant Bldg., Atlanta, Ga., 
is secretary-treasurer of the jobbers’ as- 
sociation, 


American Hardware Supply Co., 
Jan. 30-31, 1939, at company headquar- 
ters, 41-43 Terminal Way, South Side, 
Pittsburgh, Pa. William M. Stout is 
general manager. 


Arkansas Retail Hardware & Imple- 
ment Assn., Feb. 14-15, 1939, at Marion 
Hotel, Little Rock, Ark. G. L. Turner, 
320-322 E. Markham St., Little Rock, is 
secretary. 


California Retail Hardware Associ- 
ation, Feb. 21-23, 1939, headquarters, 
Hotel Whitcomb, San Francisco, Calif. 
Le Roy Smith, Room 237, 417 Market 
St., San Francisco, is manager-treasurer. 


Carolinas, Hardware Assn. of., June 
13-15, 1939, at the Ocean Terrace Hotel, 
Wrightsville Beach, N. C. Arthur R. 
Craig, 407-11 Commercial Bank Bldg., 
Charlotte, N. C., is secretary-treasurer. 


Chicago Housewares Shows— 
Housefurnishing Manufacturers’ Assn. 
of America, Jan. 8-14, 1939, at the 
Palmer House, Chicago, Ill. T. J. Reed, 
29 S. La Salle St., Chicago, is executive 
secretary. 

National Housefurnishing Manufac- 
turers’ Assn., Jan. 8-14, 1939, at Stevens 
Hotel, Chicago, Ill. Warren Edwards, 
228 N. La Salle St., Chicago, is secre- 
tary. 


At Merchandise Mart, Jan. 9-21, 1939, 
Chicago, Ill. J. M. Stewart, 236 Mer- 
chandise Mart, is trade promotion man- 
ager. 


Connecticut Hardware Association, 
March 8 and 9, 1939; place not yet 
determined. C. F. Freeman, Branford. 
Conn., is secretary. 


Credit Congress, 44th Annual Con- 
gress, sponsored by National Association 
of Credit Men, Grand Rapids, Mich., 
June 12-15, 1939. Henry H. Heimann, 
One Park Ave., New York City, is exec- 
utive manager. 


Illinois Retail Hardware Assn., Jan. 
31, Feb. 1-2, 1939, at State Armory. 
Peoria, Il. C. G. Gilbert, 1155 Merchan- 


Coming Conventions 
and Events 


Corrected each issue 
according to latest data 


dise Mart, Chicago, is managing direc- 
tor. 


Indiana Retail Hardware Assn., Jan. 
24-27, 1939, in Indianapolis, Ind. Ex- 
hibit at Murat Temple. G. F. Sheely, 
915-935 Security Trust Bldg., Indian- 
apolis, is managing director. 


Iowa Retail Hardware Assn., conven- 
tion and exhibit, Feb. 7-10, 1939, in 
Des Moines. Exhibit at Coliseum; 
meetings at Hotel Savery. Philip R. 
Jacobson, Mason City, Iowa, is secre- 
tary. 


Joint Southern Convention of the 
American Hardware Manufacturers’ 
Assn. and the Southern Hardware Job- 
bers’ Assn., April 17-20, 1939, at the 
Hotel Roosevelt, New Orleans, La. 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary-treasurer of 
the manufacturers’ association, and T. 
W. McAllister, Grant Bldg., Atlanta, 
Ga., is secretary-treasurer of the job- 
bers’ association. 


Kentucky Hardware & Implement 
Assn., convention and exhibit, Jan. 17- 
19, 1939, Seelbach Hotel, Louisville, Ky. 
J. M. Stone, 1009 Seelbach Hotel, is 
secretary. 


Marshall Wells Co., Associate Con- 
gresses: at Duluth, Minn., Jan. 30-3] 
and Feb. 1; at Billings, Mont., Feb. 6- 
8; at Portland, Ore., Feb. 6-8, and at 
Spokane, Wash., Feb. - 20-22. 


Michigan Retail Hardware Assn., 
convention and exhibit, Feb. 7-10, 1939, 
in Grand Rapids, Mich. Exhibit at 
Civic Auditorium; meetings at Pantlind 
Hotel. Harold W. Bervig, 1112 Olds 
Tower, Lansing, Mich., is secretary. 


Minnesota Retail Hardware Assn., 
convention and exhibit, Feb. 21-24, 1939, 
at Auditorium, St. Paul, Minn. C. J. 
Christopher, Nicollet at 24th, Minne- 
apolis, Minn., is manager-treasurer. 


Missouri Retail Hardware Assn., 
Feb. 21-23, 1939, at Hotel Jefferson, St. 
Louis, Mo. Exhibit at hotel. Peyton C. 
Clark, 2861 Gravois Ave., St. Louis, is 
secretary. 


Mountain States Hardware & Im- 
plement Assn., Jan. 30, Feb. 1, 1939, 
at Cosmopolitan Hotel, Denver, Colo. 
John T. Bartlett, 637 Pine St., Boulder, 
Colo., is secretary. 


National Retail Hardware Con- 
gress, July 17-20, 1939, at Netherland 
Plaza Hotel, Cincinnati, Ohio. Rivers 
Peterson, managing director, National 
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Let the 
FIGURES Speak 


When a man is hungry— 
he wants food. When 
business seeks opportu- 
nities—it wants results. 
The classified section of Hardware 
Age has been securing results for 
its advertisers in no uncertain 
manner. A check up of ads. for 
Sales Representatives, Help 
Wanted, Positions Wanted and 
Accounts Wanted showed 


4,547 Replies to Box 
Number Advertisements 
from September, 1936, 

to August, 1937 


These impressive figures repre- 
sent a GAIN of 1,041 replies 
OVER the corresponding period 
in 1935-36. And a still LARGER 
GAIN of 2,575 replies MORE than 
the same period the year before. 


These convincing results prove 
that Hardware Age covers the 
trade and “Delivers the Goods” 
for those who make use of its 
Classified Section. 


HARDWARE AGE 


A Chilton Publication 


Classified Opportunities Department 
239 West 39th Street, New York, N. Y. 


A.B.C.—Charier Member—A.B.P. Inc. 





Jet LIFETIME Sesvice 


Puritan Sash Cord will last the life- 
time of the house—because of its con- 
sistent fine qual- 
ity and extra 
strength. 


Send for our 
booklet of impor- 
tant sash cord 
facts — "More 
Profits From Sash 
Cord" — it's free! 


PURITAN CORDAGE 
MILLS, INC. 


1205 Washington St. : M 
Louisville, Kentucky : i] 


PURITAN 
Sanh Conrad 























The Standard 
Hardware Cloth 


Copper bearing steel 
exclusively. Produc- 
tion controlled all the 
way from rods to 
finished products. 
Full size round wire 
... carefully woven 
... heavily galva- 


nized. 


GE WRIGHT wee co 


WORCESTER?! MASS. 
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TEST 


THIS FAST SELLER 
IN YOUR STORE 





ew 


6 cards FREE! 


Write for Yours Today 





NATIONALLY 
ADVERTISED 
Good 
Housekeeping 
Saturday 
Evening Post 
American Home 
Better Homes 
and Gardens 











@ Here's an opportunity no dealer can 
afford to pass up—a chance to test in 
your own store, ABSOLUTELY FREE, 
this famous, fast-selling 10c item. People 
everywhere demand Justrite PUSH 
CLIPS. They sell on sight—all year 
*round—in these four departments of 
your store: Electrical Appliances, Hard- 
ware, Home Furnishings and Lamps. 
Write us on your store letterhead for 
your trial cards—one each of 6 popular 
colors—and see for yourself how they'll 
sell. This offer is limited--ACT TODAY! 


JUSTRITE MANUFACTURING CO. 


2063 Southport Avenue ° 








Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. 
glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 


Chicago, Illinois 


He'll be 


@ 

















Retail Hardware Assn., Security Trust 
Bldg., Indianapolis, Ind. 


Nebraska Retail Hardware Assn., 
convention and exhibit, Feb. 14-16, 1939, 
in Omaha, Neb. Exhibit at Municipal 
Auditorium; headquarters, Rome Hotel. 
E. C. Hermanson, 325 Insurance Bldg.. 
Lincoln, Neb., is secretary. 


New England Hardware Dealers 
Assn., Feb. 28, March 1-2, 1939, at 
Hotel Statler, Boston, Mass. Exhibit at 
hotel. George G. Hoy, 140 Federal St., 
Boston, is secretary. 


New York State Retail Hardware 
Assn., annual convention and trade 
show at Hotel Syracuse, Syracuse, N. Y., 
Feb. 7-9, 1939. Secretary John B. Foley. 
508 Hillds Bldg., Syracuse, N. Y. 


North Coast Hardware & Imple- 
ment Dealers Assn., Feb. 13-14, 1939, 
in Portland, Ore. Theo S. Coy, Olympic 
Hotel, Seattle, Wash., is secretary. 


North Dakota Retail Hardware 
Assn., convention and exhibit, Feb. 7-9, 
1939, in Minot, N. D. Exhibit at Ar- 
mory; meetings in Knights of Pythias 
Hall. Louise J. Thompson, Grand Forks, 
N. D., is secretary. 


Ohio Hardware Assn., Feb. 14-17, 
1939, at Deshler-Wallick Hotel, Colum- 
bus, Ohio. Exhibit at Convention Hall. 
John B. Conklin, 175 South High St., 


Columbus, is secretary-treasurer. 


Oklahoma Hardware & Implement 
Assn., convention and exhibit, Jan. 31, 
Feb. 1-2, 1939, at Municipal Auditorium, 
Oklahoma City, Okla. C. F. Nelson, 
41l Key Bldg., Oklahoma City, is sec- 
retary. 


Pacific Northwest Hardware & Im- 
plement Assn., convention and exhibit, 
Feb. 6-8, 1939, at Davenport Hotel, 
Spokane, Wash. Dale Strong, 523 
Realty Bldg., Spokane, is secretary. 


Panhandle Hardware & Implement 
Assn., Feb. 6-7, 1939, at Herring Hotel, 
Amarillo, Tex. C. L. Thompson, Can- 
yon, Tex., is secretary. 


Pennsylvania and Atlantic Sea- 
board Hardware Assn., Feb. 21-24, 
1939, at William Penn Hotel, Pitts- 
burgh, Pa. Exhibit at hotel. W. Glenn 
Pearce, 400 North Broad St., Philadel- 
phia, is managing director. 


Southern California Retail Hard- 
ware Association. Convention and ex- 
position at the Hollywood Roosevelt 
Hotel, Hollywood, Calif., March 1-3, 
1939. J. V. Guilfoyle, 1026 Rivers- 
Strong Bldg., 112 W. 9th St., Los 
Angeles, Calif., is managing director. 


South Dakota Retail Hardware 
Assn., convention and exhibit, March 
14-16, 1939, in Corn Palace, Mitchell, 
S. D. C. J. Christopher, Nicollet at 
24th, Minneapolis, Minn., is manager- 
treasurer. 


Southern Hardware Jobbers 
Assn. annual convention and American 
Hardware Mfrs.’ Assn. semi-annual con- 
vention, April 17-20, 1939, at Hotel 


Roosevelt, New Orleans, La. T. W. Mc- 
Allister, Grant Bldg., Atlanta, Ga., is 
secretary-treasurer of the jobbers’ asso- 
ciation. Charles F. Rockwell, 342 Madi- 
son Ave., New York City, is secretary- 
treasurer of the manufacturers’ asso- 
ciation. 


Tennessee Retail Hardware Assn., 
Feb. 15-16, 1939, at Andrew Jackson 
Hotel, Nashville, Tenn. J. F. Vaughan, 
Jr., Winchester, Tenn., is secretary- 
treasurer. 


Texas Hardware & Implement Assn., 
convention and exhibit, Jan. 24-26, 1939, 
in Houston, Tex. Exhibit, Sam Houston 
Coliseum; headquarters, Texas State 
Hotel. Dan Scoates, College Station, 
Tex., is secretary. 


Triple Convention of the Ameri- 
can Supply and Machinery Mfrs. Assn., 
National Supply & Machinery Distrib- 
utors Assn., and Southern Supply & 
Machinery Distributors Assn., May 17 
to 23, 1939, aboard the S. S. Bremen 
on a cruise to Bermuda. Secretary of 
the American Assn., R. Kennedy Han- 
son, 1108 Clark Bldg., Pittsburgh, Pa.; 
National Assn., H. R. Rinehart, 505 
Arch St., Philadelphia, and Southern 
Assn., Alvin M. Smith, Smith-Courtney 
Co., Richmond, Va. 


Virginia Retail Hardware Assn., 
Feb. 21-22, 1939, at Virginian Hotel, 
Lynchburg, Va. R. A. Frayser, 17 N. 
Sixth St., Richmond, Va., is secretary. 


Washer-Ironer Show, first annual 
exhibit, sponsored by the American 
Washer and Ironer Mfrs. Assn., Stevens 
Hotel, Chicago, in January, 1939. 


Western Retail Implement & 
Hardware Assn., annual convention 
Jan. 17-19, 1939, at the Municipal 
Auditorium, Kansas City, Mo. Herbert 
J. Hocke, Abilene, Kan., secretary. 


Wisco Hardware Co., Madison, 
Wis., 12th annual merchandising school 
and sales show, Jan. 30, 31 and Feb. 1, 
1939, at the Loraine Hotel in Madison. 


Wisconsin Retail Hardware Assn., 
convention and exhibit, Feb. 7-10, 1939, 
at Auditorium, Milwaukee, Wis. Ex- 
hibit manager, George W. Kornely, 
3374 N. Green Bay Ave., Milwaukee. 
H. A. Lewis, Stevens Point, Wis., is 
secretary. 





Farm Fence Erection 


“How to Erect Farm Fence,” is a 
new 16-page booklet announced by the 
Agricultural Extension Bureau of the 
Republic Steel Corp., 7850 S. Chicago 
Ave., Chicago, Ill. Booklet contains 
detailed, authentic information on the 
erection of farm fence and is illustrated 
with on-the-job scenes showing the 
proper methods for lining fence, build- 
ing corner post assemblies, placing 
posts, applying fence and stretching. 
Special fencing problems are also taken 
up as well as such subjects as movable 
fences, fencing the farmstead, gates, 
fence maintenance and concrete propor- 
tions. This booklet, HA213 is available 
upon request to the Bureau. 
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NOW FURNISHED 


With 3 Assortments! 


The famous Nicholson and Black Diamond 
Retail File Display Units are now supplied with 
\ your choice of three groups of fast- 
—e Nicholson or Black Diamond 





56 files or 46 files. Your jobber 
will supply you. Nicholson File 
Co., Providence, R. I., U. S. A. 


A FILE FOR EVERY PURPOSE 













FAULTLESS 


DOUBLE BALL BEARING 


CASTERS 


86% more BALL BEARINGS 
Provide Easier Swiveling 
.._Gnealter Resale Value 


FAULTLESS CASTER CORPORATION 
EVANSVILLE, INDIANA 
Branches in Principal Cities Canada Factory: Stratford, Ontario 
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Type 
1600 


Bommer Spring Hinge Co. 


BOMMER 


floor. 


gle piece of metal. 


DOOR HOLDERS 


(Operated by the foot) 


The strongest and most ingenious door holder 
of its type. The casing is formed from a sin- 


Injury to the 


avoided in operating the plunger-rod. 
rubber tip prevents marring or slipping on any 
It is efficient and the finish is superb. 


Brooklyn, 


door is 
The 


N.Y. 











- Low in price and fuel consumption; 
highest in quality and performance. 
ORDER NOW. 
ie 87, | at. Bot. filler 
ss, i pt. Bot. aier §=©OTTO BERNZ CO., INC. 
No: 200, | qt. Rong filler aa a ae 
For Gasoline. ROCHESTER, N. Y. Estab. 1876 





The Weather Bureau Proph 


come. But when it does, 


es on hand for thawing froz 


"Always Reliable." 


Heavy, full size special c 
brorze tapered burner. 

. Genuine Bakelite 
wheel with knurled edge. 
Patented powerful ‘‘Never Le: 
with screw down safety feature. 


oP 2 NN 


COLD WEATHER PROFITS 


always tell when freezing weather will 


profits to you if you have a good sup- 
ply of BERNZ ‘Always Reliable"' Torch- 


Always popular because they are 
And no wonder 
with these five exclusive features: 


. Solid extra heavy, cartridge brass tank, 
highly polished and lacquered. 


“Keep Cool’ 


ets can't 


it means 


en pipes. 


om position 
valve 


ak’’ pump 























DOOR HANGERS 


Built strong and sturdy for a 
lifetime of service. 


Dependable Products Since 1888 


COBURN TROLLEY TRACK CO. 
50 Canal Street Holyoke, Mass. 











CG Closely “Read 
“publication 
hao a successful 
Classified Seclion 


See Pages 94-95 
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The Popular “S” Wrench 


The B & C Improved Adjustable “S” Wrench is in 
constant demand. It works well in corners and tight 
places and is really a practical all-around wrench. 


TRADE 


Bx, 


MARK 








Sturdy as Gibraltar. Sizes: 6 to 14 ins. Opens *4 to 
2 ins. ‘ 
Ask your Jobber 
BEMIS & CALL CO. 
Springfield Mass. 
rd 


FT s1¢ 
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QUALITY 


ACUSTOMER PROTECTION 
DEALER PROFITS 
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Only ~< 
WIREGR 


BELT HOOKS 


have the blue aligning cards that 
it hook waste—less from 
Randiing. less of short card ends. 


Those Who Sell Belt Hooks appre 
ciate the new WIREGRIP method of card- 
ing, for it not only protects fingers from 
the sharp points, but also prevents hooke 
from coming off cards, prevents them from 
flattening down even when roughly handled. 
Every card remains saleable. 

Those Who Use Belt Hooks prefer 
WIREGRIP HOOKS because they are 
safely handled, and because the blue card 
holds hooks, even the shortest ends, in 
perfect alignment. Every hook is used—no 
card end waste. Lacers are more easily 
loaded as hooks are certain to be accu- 
rately positioned to fit the lacer. 
ARMSTRONG-BRAY offers the only com- 
lete line with both types of belt lacing— 
WIREGRIP Belt Hooks and STEELGRIP 
Flexible Belt Lacing (that goes on with a 
hammer); also Lacers, 

vise and bench types, and 
couplings and fasteners for 
round belting. 

Write for catalog sheets 


ARMSTRONG - BRAY 
co 


& CO. 
“The Belt Lacing 
People” 










304 Loomis Ave., 
CHICAGO, U.S.A. 


eodWay 


GRINDER 






















Real Quality Miniature Tools 
Carrying an internationally known tool 
name. Correctly designed, correct op- 
erating speeds, genuine high torque 
drill motors. 1000 RPM DRILL, Die 
cast handle and gear case, and blue 
crackel steel body, handles 4%” in 
steel, $7.95. 20,000 RPM GRINDER 
to match, more efficient design, more 
power, $5.95. A double sale oppor- 
tunity—the Drill and Grinder with 5 
accessories in a fitted steel carrying 
case, $14.95. A Stand that converts 
these tools into a lever fed drill press 
or precision grinder, $3.95. A com- 
plete line of Accessories—Stock Dis- 
play Boards, Circulars, Electros, and 
national advertising. Ask your jobber 
or write direct for catalog sheets, 
nailing and counter circulars and dis- 
counts. 


$s 
Every SpeedWay Grinder yD 
sold builds repeating ty 
secessories business 





DRILL AND 
GRINDER SET 


SPEEDWAY MFG. CO. 
1836 S. 52nd Ave., 
Cieero, Illinois. 
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The “Who Makes It?” issue of Hardware 


Age enables you to quickly locate sources of 


supply and helps you answer many ques- 


tions regarding brand names, products, etc. 


Barberton, O.: Who makes the 
Admiral radio sets? West End Hdwe. 
& Wallpaper Co. 


ANSWER: Continental Radio & 
Television Co., 3800 Courtland St., 
Chicago, III. 


Detroit, Mich: Who makes the 
Mah Jong sets? Jay Bee Hardware. 


ANSWER: Packer Bros., Inc., 


Salem, Mass. 


Guttenberg, N. J.: Who makes the 
Soilax wall and paint cleaner? S-K 
Hdwe. & Supply Co. 


ANSWER: Economics Labora- 
tory, Inc., St. Paul, Minn. 


* * * 


Springfield, O.: Who makes a 
steam cleaning outfit for washing 
buildings? Springfield Hdwe. Co. 


ANSWER: Homestead Valve Mfg. 
Co., Corapolis, Pa. 


* * * 


Dallas, Tex.: Who makes the Sun- 
shine Chanute Gas Heater Connec- 
tors? Butler Bros. 


ANSWER: Sunshine Mantle Co., 


Chanute, Kansas. 


* * * 


Wakarusa, Ind.: Who makes the 
Simplex platform scale? Leonard 
Co. 

ANSWER: Stimpson Corp., 837 
S. Logan St., Louisville, Ky. 


* * * 


Baltimore, Md.: Who makes the 
Economy all steel paper baler? 
United Sanitary Chemicals Co. 


ANSWER: Economy Baler Co., 
Ann Arbor, Mich. 


* * * 


Guthrie, Okla.: Who makes the 
Galloway cream separator? Round 


& Porter Lumber Co. 
ANSWER: Wm. Galloway Co., 


Waterloo, Iowa. 


Yuma, Colo.: Who makes the 
Monitor single barrel shot gun? 


Currie Hdwe. Co. 


ANSWER: Special brand of Pax- 
ton & Gallagher Co., Omaha, Neb. 
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MAKES IT?” 


Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
It?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue. When writing to the firms mentioned, state 
that you secured your information from the Hard- 
ware Age Directory Number. 


America, Ga.: Who imports the 
Hotz & Pohl’s harmonicas? Shef- 
field Co. 


ANSWER: M. Hohner, Inc., 351 
4th Ave., New York, N. Y. 


Southbridge, Mass.: Who makes 
the Nu Whip Jr. Magic Cream 
Whip? G. C. Winter Co. 

ANSWER: Food Devices, Inc.. 
60 E. 42nd St., New York, N. Y. 


Toronto, Ontario, Can.: Who 
makes the Devault Vegetable parers? 
Whites Hardware Ltd. 

ANSWER: W. R. Feemster Co., 
154 E. Erie St., Chicago, Ill. 


Raleigh, N. C.: Who makes the 
Snap-It line of electrical cords, 
plugs, etc.? Carolina Hdwe. Co. 


ANSWER: Marks ee Co., 
84 N. 9th St., Brooklyn, N 


Elwood, Ind.: Who makes the 
Newport single barrel shot gun? 
R. L. Leeson & Sons Co. 


ANSWER: Special brand of Hib- 
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bard, Spencer, Bartlett Co., Chicago, 
Il. 


++ * * 


Quanah, Texas: Who makes the 
Champion sticking tape machine? 


T. H. Garner Hdwe. & Furniture. 


ANSWER: Lightning Speed Mfg. 
o., 811 Porter Ave., Streator, Il. 


Donalsonville, Ga.: Who makes a 
single barrel shot gun marked Mis- 
sissippi Arms Co.? C. D. Thomas 
Hdwe. 


ANSWER: Special brand of 
Shapleigh Hdwe. Co., St. Louis, Mo. 


Perryopolis, Pa.: Who makes the 
Speed-O-Print rotary duplicator? 
J. M. Palonder 


ANSWER: Speed-O-Print Co.. 
180 W. Washington St., Chicago, II. 


Carleton Place, Ontario, Can.: 
Who makes a small delivery truck 
in the United States something after 
the English Austin truck? Taylor 
Hdwe. Ltd. 


ANSWER: American Bantam Car 
Co., Butler, Pa. 


The Original Retary Corn Popper 





DENISTON 





“Lead Seal” NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart —— everywhere sell it as a profit- maker 
good builder. Note the famous ‘‘Lead 
Seal’ the” lead under the head and down the 
shank aetually plugs the nail hole with lead! . 
Ask your jobber or write us for samples and dem- 
onstrator blocks. 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 





EVERY GAS STOVE NEEDS THE 





| wen emmsmeren | Patented 
HYDRO-FLUE HUMIDIFIER 


New Model with DUPLEX 
"ie Uf FORCED DRAFT now avail- 
> able. 

| 1 Modernizes the kitchen—ban- 
[. n ishes old-fashioned stovepipe, 
, vaporizes fumes, traps grease 
( and dirt. Salesmen—good ter- 

ritory open. 






eel §~WARDMFG.CO. “Wn 
107-09 E. Milwaukee 
Detroit 


STEEL BRICK HODS 


Have been used 
for years 
because of 

their strength 


and lightness. 
Ne. 162 eoxiu’ All steel 
Brick x7” deep 











Prices Will Interest 
The Cleveland Wire Spring Co. 
E. 38th St. and Hamilton Ave. 
@ @ CLEVELAND, OHIO ® @®@ 











ROCHESTER ADJUSTABLE 
SASH BALANCES 

® 

t) 


A product of Guar- 
anteed quality. Real 
profit in handling 
them. 


Write for prices. 


@ 





Rochester Sash Balance Co., Ine. 
Rochester, N. Y. 
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E-Z CORN POPPER 


; t = 
The Popper 7 That Puts Sire oe 
The Pop in Pop Corn. SZ 











Use Any Kind of Heat 


Ask Your Jobber 


0. S. KEENE MACHINE CO0., - 


KEY BLANKS 


OF EVERY DESCRIPTION 
Also, assorted skeleton keys. 


Catalogue on request 
GRAHAM MFG. co. 


Derby, yoy + U.S.A. 


ELKHART, IND. 


























Help Wanted. Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $3.00 
All capitals, maximum, 50 words..... .00 
Each additional word......... .06 


Positions Wanted 
ae og Rate) set solid, maximum, 


0 
Allow Seven Words for Keyed Address or Your Address 


BOXED DISPLAY es 
| errrrererrr Ty rrr rT re 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 

—e— 


HARDWARE AGE is published every 
other Thursday. Classified forms close 








15 days previous to date of publication. 


NOTE 


Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 
— a — 
Address your correspondence and replies to 
HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St., New York City 














HARDWARE PERSONNEL. OUR FILES 
CONTAIN applications of several hundred experi- 
enced and well trained employees in the hardware 
industries. No charge to employers for this ser- 
vice. If we can be of any help to you, just 
*phone ASSOCIATED PL ACEMENT BUREAU, 
152 West 42nd Street, New York City. Wis. 
7-1802, 1803. 





SALES MANAGER — PRESENTLY CON- 
NECTED New England manufacturer desires 
position with progressive company interested in 
building volume and staff. Excellent personal 
producer, wide experience selling manufacturers, 
jobbers, retailers, and department stores. Address 
Box D-237, care of Harpware Ace, 239 W. 39th 
St.. N. Y. City. 





YOUNG MAN, 21, ALERT, HANDY, learns 
quickly, wishes clerical position with large retail 
store, some experience, technical — Ad- 
dress Box D-274, care of Harpware Ace, 239 W. 
39th St., N. Y. penal 


AVAILABLE, YOUNG MAN, 25, AM- 
BITIOUS, willing worker, mechanically inclined, 
4 years’ high school, 2 years’ college, pleasing per- 
sonality and honest, desires position in hardware 
business. Address 4314 W. Cermak Road, Chi- 
cago, Illinois. 





EXPERIENCED HARDWARE, PLUMBING, 
BUILDING MATERIAL, sporting goods, paint. 
Age 36—seeking permanent position wholesale or 
retail. Single, free to go anywhere; references. 
Address Box D-276, care of Harpware AGe, 239 
W. 39th St., N. Y. City. 





LIVE WIRE SALESMAN WITH A large 
following New York Metropolitan area, hardware, 
janitor supply and plumbing trades, desires con- 
nection with known manufacturer of outstanding 
specialty line, capable of obtaining desired results 
ym a commission basis. Address Box D-270, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





AGGRESSIVE SALES MANAGER NOW IN 
EAST to secure California representation for sub- 
stantial company. Looking for a real opportunity 
to produce sales from hardware jobbers and re- 
tailers. 10 years present employer. For details 
address Box D-267, care of Harpware Ace, 239 
Ww. 39th St., N. Y. City. 





EXPERIENCED SAL ESMAN, HAS BEEN 
SELLING past twelve years, hardware jobbers 
and retail stores in Philadelphia, Eastern Pennsyl- 
vania and South Jersey; established with them 
and know credit standing. Desire connection with 
reliable manufacturer. Excellent reference. Cover 
territory in automobile. Address Box D-266, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





24 YEARS’ EXPERIENCE SELLING RE.- 
TAIL and wholesale hardware, toys, sporting 
goods, mill, factory, plumbing and electrical sup- 
plies, radios; experienced in window display, store 
departmentizing, showcard and sign work, news- 
paper advertising. Wish to locate with good 
reliable firm, available at once. Am a producer 
for the best of results. Address Box D-271, caré 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





SALESMAN, 37, DESIRES TO REPRE- 
SENT manufacturer of hardware or mechanical 
device interested in developing eastern market. 
Broad experience contacting chief executives of 
large industrial organizations, has appointed, edu- 
cated and developed hardware and electrical dis- 
tributors, sold large industrials, architects, denart- 
ment and chain stores. Will travel. Address Box 
D-.269, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 
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SALESMAN, AGE 42, CALLING ON depart- 
ment stores, housefurnishing and hardware deal- 
ers in Metropolitan area. Fifteen years with two 
concerns. Active sales ana distributing nine years. 
Gardener merchandising six years. Open for propo- 
sition with reputable manufacturer. Commission or 
drawing. Good references. Bondable. Address 
Box D-278, care of Harpware AGE, 239 W. 39th 
St., N. Y¥. City. 

YOUNG MAN, 25, 6 YEARS OF THOR- 
OUGH experience both in selling and purchasing 
hardware, factory and mill supplies, desires inter- 
view to assure future employer of above and 
other qualifications. I am now employed but seek 
any related position with future in New York 
City and vicinity. References. Address Box 
D-248, care of Harpware Ace, 239 W. 39th St., 
Ny. ©. Cop 


HARDWARE MAN _ WITH SIXTEEN 
YEARS’ road sales experience and twelve years’ 
managing and calling on retail stores, wants to 
represent national manufacturer or good jobber. 
Acquainted with retail trade in Virginia, North 
Carolina, Tennessee, Kentucky and part of West 
Virginia. Honest, loyal and a trade builder. Good 
reference. Address Box D-262, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 


EXPERIENCED SALESMAN, AGE 38, ‘DE. 
SIRES TO represent manufacturer. Sixteen 
years’ experience representing jobbers and manu- 
facturer. Familiar with all lines hardware includ- 
ing builders’ hardware, radio, auto accessories and 
mill supplies. Now located in New York State 
but will go anywhere. Salary and expense or 
salary, expense and bonus arrangement. Address 
Box D-258, care of Harpware Ace, 239 W. 39th 
St. . Ba Cilp. 


SALESMAN, 39, DESIRES TO REPRESENT 
MANUFACTURER. Thoroughly acquainted 
with hardware, automotive and drug jobber trade; 
also department stores and chain stores through- 
out Central States and Southwest and Northwest 
territories. Fourteen years’ sales experience along 
with managerial responsibilities. Salary or salary 
and commission. Address Box ak care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


YOUNG MAN WANTS JOB! Has thorough 
paint experience, some hardware retail experience, 
can drive truck, trim windows, wash windows, 
wait on customers in pleasing way, typewrite, and 
assume burdens of management which cannot be 
entrusted to usual employees. Can write effective 
advertising. Willing to start at $25 weekly if 
position offers quick advancement to $45 for right 
man. Honest, faithful, has high scruples, also 
courageous. Free to travel or live anywhere. Un- 
married, 26, of Russian extraction, and Christian 
leanings. Can act as manager, can break in new 
employees, can handle tough customers, and, if 
necessary, go out and solicit business. A good man 
to fill a job not easily filled. Address Edward 
Hannes, 214 Saint Nicholas Avenue, New York 
City. 





























SALESMAN, EMPLOYED (cost analysis and 
credits) in Massachusetts, 42, unmarried, gradu- 
ate engineer, desires to return to West (Texas 
and Colorado preferred). Experienced sales work 
with construction, mill, oilfield, electrical sup- 
plies, tools and equipment; building material and 
specialties. Correspondence requested with manu- 
facturers with view to permanent representatior 
Must have sufficient established or potential busi- 
ness and carry sufficient responsibility, to warrant 
reasonable base salary and traveling expenses; 
other compensation on results. Address Box 
D-238, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





CREDIT EXECUTIVE — ACCOUNTANT, 
BUSINESS MANAGER, 33 years, desires to 
forge ahead with responsible organization. Four- 
teen years with prominent Eastern hardware and 
paint concerns. Capable business adviser— 
familiar with financial and profit ratios and oper- 
ating budgets perpetuating any organization, mer- 
chandising controls, cost and selling records. 
Thoroughly experienced with contractual and in- 
dustrial credits. Assume full credit grt 
ities. Location no factor. Address Box D-23 
cate of Harpware AcE, 239 W. 39th St., N. ¥ 

ity. 


ACTIVE PROGRESSIVE AND INTELLI- 
GENT EXPERIENCED hardware and _ house- 
furnishings man desires either responsible whole- 
sale or retail connection first of the month as 
retail store manager or assistant to executive. 
Present employment retards opportunity to dis- 
play best talents developed by 15 years’ extensive 
experience in both wholesale and retail fields in- 
cluding purchasing, inside selling, corresponding, 
displaying, supervising of personnel as well as 
executive duties. Married, age in the thirties. 
Habits and character of highest calibre. Position 
offered should allow fullest opportunity to apply 
this experience to greatest advantage. Locate in 
any Atlantic Coast State. Address Box a 
care of Harpware Ace, 239 W. 39th St., Y. 
City. 




















Agent Wanted to Sell 
PIPE FITTINGS 


WIDES MACHINE PRODUCTS 


Mfrs. of Plumbing Supplies 
BEDFORD, OHIO 














SALESMEN WANTED FOR THE BURNS 
line of orange and grapefruit peelers and grape- 
fruit corers. Also serrated edged cutlery. Ad 
dress: The Burns Mfg. Co., Syracuse, N. Y. 


WANTED—MANUFACTURERS’ AGENTS 
AND SIDE line salesmen calling on retail hard- 
ware, paint, department stores, to sell two new 
Razor Blade Scrapers that carry gems blades in 
handle. Scrapers are of heavy gauge steel with 
positive lock to any of its six adjustable positions. 
Address illiams Company, 507 
Pershing Road, Chicago, Ill. 
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Responsible Producing 
Salesmen With Following 


to call on hardware, department, chain, variety, 
furniture and drug stores, either as side line or full 
time on commissivn basis. Must cover territory and 
produce regularly. References desired. Full de- 
tails in first letter. 


Address— 
TIREX MAT CO., Ine., P.O. Box 1344, Norfolk, Va. 











Side-Line Salesmen Wanted 


To salesmen now calling on Hardware, Variety and 
General Stores in small towns and cities, we offer 
a good, staple side line of 10¢ and 25¢ Paints on 
a commission basis. Write advising territory covered 
and lines now carried. 


Address Box D-273, care of HARDWARE AGE, 
239 W. 39th Street, N. Y. City 














SALESMEN: PATENTED SCREW-HOLD- 
ING SCREW DRIVERS! Handles indestructible, 
insulated. Defy competition! 15% commission. 
Jobbers buy quantities. Big repeats, exclusive 
gia Mfg’r, 80-K Journal Bldg., Boston, 
.wiass. 





_ WANTED— FACTORY REPRESENTA- 
TATIVES COVERING HARDWARE jobbers to 
sell our complete line of cleaners and polishes, 
commission basis, protected territories; must have 
established following. Write—Skat Company, 
Hartford, Conn. 








DRAWING ACCOUNT AND COMMISSION 
TO man with nominal experience or with follow- 
ing for apartment house supplies, to call on out- 
side trade, in city of New York or vicinity. Ad- 
dress Box D-260, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 





PROFITABLE SIDE LINE. JAY-WAY 
DOOR HOLDER is the most practical and use- 
ful device of its kind ever designed. Fills a 
long-felt need—sells on sight. Attractive proposi- 
tion to salesmen calling on department, hardware, 
drug, stationery and gift trades. Thousands being 
sold. Write today for particulars. Jay-Wavy 
Company, 26 Journal Square, Jersey City, N. J. 





ESTABLISHED BUILDERS’ AND CABI- 
NET HARDWARE manufacturer desires sales- 
man or distributor now regularly calling on retail 
hardware and lumber dealers in Chicago, to take 
on line on commission bagis. Prefer distributor 
who can carry consigned stock. Give all details, 
lines carried, references. Address Box D-249, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 





WANTED—REPRESENTATIVE TO CON- 
TACT WHOLESALE jobbers’ trade on fly screen 
cloth in Chicago area. Address Box D-246, care 
of Harpware AGE, 239 W. 39th St., N. Y. City 


SALESMEN AND SALES ORGANIZA- 
TIONS WHO call on hardware jobbers, large 
hardware and department stores to sell radically 
new and volume-priced portable and demountable 
clothes post. Brand new red hot item made by 
hundred year old furniture factory. All terri- 
tories open on straight commission. Sell us on 
yourself. Address Box D-255, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 


WANTED MANUFACTURER’S AGENT— 
RELIABLE NATIONALLY-KNOWN manufac- 
turer offers desirable all-year-round side line to 
hardware jobbers on commission basis. Territory 
now open—Western Pennsylvania, Ohio, Indiana 
and New York State, with exception of New York 
City. Also Missouri River Territory and Cali- 
fornia North of San Diego. Only established 
agents need apply, giving references and lines now 
represented. Address Box D-265, care of Harp- 
waRE Ace, 239 W. 39th St., N. Y. City. 


U. S—ANGLO TRADE AGREEMENT 

NOTICE TO MANUFACTURERS 

A well-known firm of manufacturers’ direct agents in 

Scotland wishes to act as representatives, commission 

or buying terms, for bona fide manufacturers of 

Hardware lines suitable for British market. Can 

offer first-class references, connection among Factors 

and Large Stores. 

Address Box D-263, care of HARDWARE AGE, 
239 W. 39th St.. New York City 
































ESTABLISHED FACTORY SALES REPRE- 
SENTATIVE CALLING on the hardware, mill 
supply and automotive jobbers in Texas and Okla- 
homa desires sales representation for an addi- 
tional volume line of reliable products for jobbers 
with whom I contact regularly. Correspondence 
invited. Address Box D-272, care of Harpware 
AcE, 239 W. 39th St., N. Y. City. 





WANTED BY ESTABLISHED MANUFAC- 
TURER’S AGENT, factory line marine hardware 
and kindred lines to the marine and hardware 
trade in Southeast coast states. Address Box 
D-264, care of Harpware Ace, 239 W. 39th St., 
m.. x. City. 


MANUFACTURER’S REPRESENTATIVE 
ESTABLISHED 20 YEARS WANTS volume 
lines of merit for hardware and lumber trade in 
Indiana and Kentucky. Thorough coverage and 
definite results assured. Address Box D-261, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 


AN ACTIVE FACTORY REPRESENTA- 
TIVE FOR manufacturers of hardware and allied 
lines, covering North and South Dakota, Minne- 
sota, Iowa, Nebraska, Missouri with exception of 
St. Louis, and Colorado, calling on wholesale hard- 
ware, mill supply and allied trades. Can handle 
one more good line. Am well financed. Address 
Box D-259, care of Harpware Ace, 239 W. 39th 
St, Be. %. Cay: 


WELL-ESTABLISHED CALIFORNIA REP- 
RESENTATIVE DESIRES high-grade volume 
line for hardware trade. Thoroughly acquainted 
with all sales angles pertaining to hardware job- 
bers and retailers. Commission basis preferred. 
Will be in New York in January and would like 
to arrange for interview. Address Box D-268, 
care of Harpware Acer, 239 W. 39th St., N. Y. 
City. 























PRIVATE LABEL ACCOUNTS SOLICITED 
ON Paints, Enamels, Varnishes, Roof Coatings. 
A complete service including advertising helps 
and sales plan. Patented inventory control makes 
low investment. Supplement your present line 
with your own “Special Items” formulated for 
high quality at low cost. Three associated lants 
to serve you. Established over 50 years. eply 
in confidence to Box D-277, care of HarpWARE 
Ace, 239 West 39th St., N. Y. City. 








ESTABLISHED REPRESENTATIVE PER- 
SONALLY ACQUAINTED WITH PRACTI- 
CALLY ALL BUYERS OF WHOLESALE 
HARDWARE, MILL SUPPLY, MAIL ORDER, 
AND CHAIN HOUSES. LARGE DEPART 
MENT AND RETAIL STORES. NOW REP- 
RESENTING TWO WELL-KNOWN MANU- 
FACTURERS _IN MIDDLE WESTERN 
STATES WITH OFFICES IN MERCHAN. 
DISE MART BUILDING, CHICAGO. IN PO: 


MORE LINE. HIGHEST REFERENCES 
FURNISHED. ADDRESS BOX D-275, CARE 
OF HARDWARE AGE. 239 WEST 39TH 
STREET, NEW YORK CITY. 
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Are You Secking SALES REPRESENTATION 
either on a NATIONAL or SECTIONAL BASIS? 


HARDWARE AGE VERIFIED LIST 


will help you obtain it 


It lists 1059 MANUFACTURERS’ AGENTS in the United States and 43 in Canada operating in the 
hardware field, giving not only their names and addresses but also the lines handled, territories covered, 
number of men travelled, branch addresses of those firms having them and the year the businesses were 


established. 


Obviously this information will prove helpful in arranging for sales representation wherever desired in 


the United States and Canada. 


HARDWARE AGE VERIFIED LIST also contains separate lists of Wholesale Shelf Hardware Houses, 
Wholesale Heavy Hardware Houses, Mill Supply Distributors, Plumbers and Tinners Supplies Jobbers, 
and Chain Hardware Stores, authoritative lists that are recognized as indispensable for effectively con- 
tacting, personally or by mail, these distributors in the hardware trade. 

The price for this publication, containing all the lists stated, is $10.00 a copy. Remittance with order. 


HARDWARE AGE 


VERIFIED LIST DEPARTMENT 
New York City, New York 


239 West 39th Street 


DECEMBER 15, 1938 

















The Dash (—) Indicates that the Advertisement Does Not Appear in This issue 
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Abrasive Products, Inc. 
Acme Steel Co. 
Aladdin Industries, Inc. 
Allen Mfg. Co., The ........... 
Alliance Mfg. Co. 
Aluminum Goods Mfg. Co. 
American Chain & Cable Co., Inc. 
American Chain Div. ° 
American Fork & Hoe Co., The. 


American Hardware Corp., The 
American Safety Razor Corp., 
GO BM. ccccccvesccssecoues 
American Safety Razor Corp., 
Gem-lectric Div. .........-. 
American Screw Co. .......4.-5. 
American Steel & Wire Co. ..... 
American Washer & Ironer Mfrs. 
BONG. 460 ct heecsersetisecciec 

Ames, Baldwin, Wyoming Co. 


Animal Trap Co. of America 
Arcade Mfg. Co. ; 
Archer-Daniels-Midland Co. 
Armstrong Bray & Co. 
Armstrong Bros. 
Ashaway Line & Twine Mfg. Co. 
Automatic 
Autoyre Co. 
Avery 


Tool Co. 


PreGucte Ce. cccccce 


Ballonoff Metal Products Co.... . 
Pe Ges HD v-edécbenctoce- 
Behr-Manning Corp. 
ge Ee OE eee ee 
Benjamin Franklin Hotel 
Bernz Co., Ine., Otto 
Bethlehem Steel Co. 
Bissell Carpet Sweeper Co. 
ee 
Bommer Spring Hinge Co. 
Bond Electric Div., 
Repeating Arms Co. 
Borg-Warner Corp. 
Boston Woven Hose & Rubber ¢ Co. 
Brearley Co., The 
Brown Corp., W. R. 
Brush-Nu Co, 
Buckeye 


Winchester 


Aluminum Co., The 


c 
Carborundum Co., The 
Carnegie-Illinois Steel Corp. 
Carrollton Metal Products Co. 
Casco Prods. Corp 
Casein Co. of America, Inc. 
Aentral Commercial Co. ........ 
Champion Hardware Co., The ... 
Cheney Hammer Corp., Henry 
Chicago Spring Hinge Co. 
Chicago Wheel & Mfg. Co. 
Chisholm-Ryder Co., Inc. 
Clark Bros. Bolt Co. ‘vee 
Clayton & Lambert Mfg. Co. 
Clemson Bros., Inc. ...... 
Cleveland Brass Mfg. Co. 
Cleveland Wire Spring Co., The 
Clover Mfg. Co. 
Coburn Trolley Track Co. 
Coleman Lamp & Stove Co. 
Ge Ss UD newts cevesesece 
Columbia Steel Co. .......... 
Columbian Rope Co. 
Conco Engineering Wks. 
Connecticut Valley Mfg. Co. 
Continental Screw Co. 
Continental Steel Corp 
Corbin Cabinet Lock Co. 
Corbin, P. & F. 
Corbin Screw Corp., The 
Crescent Tool Co. aero kee 
Cross & Co., Inc., W. W. 

Cycle 


Trades of America, Inc 


Cyclone Fence Co. 


78 
100 


59 


100 





D 
Deter Mis, Ce coscccsacicecss 
Dazey Churn & Mfg. Co. ...... 
De Laval Separator Co., The 
Deniston -Co., The ......-.cee- 


Diamond Calk Horseshoe Co. 
Disston & Sons, Inc., Henry 
Domes of Bilemee ..ccccccccces 
Durable Mat Co. 


Eagle Lock Co. 
Exgle Rule Mfg. Co. 
Edlund Co. 
Ment Be. GR <ccccccccccus 
Klastic Tip Co., The .....cccce 
Electrite Fence Co. ........20. 
Empire Level Mfg. Co. 
Ensign-Bickford Co. 


Varm JeOmemel ..ccccccccsccces 
Fate, Root, Heath Co., The .... 
Faultless Caster Corp. 
Florence Stove Co. 


Frick-Gallagher Mfg. Co. 


G 


Gem. Div., American Safety Ra- 
zor Corp. 


Gem-lectric Division, American 

Safety Razor Corp. ........- 
General Electric Co., Lamp Div. 
General Shaver Corp. ......... 
Gibson Electric Refrigerator Corp. 
Glass Coffee Brewer Corp. 
Glynn-Johnson Corp. .........++ 
Goodyear Tire & Rubber Co., Inc. 
Graham Mfg. Co. 
Geap @& Batley CO. cc cccicesus 
Greenfield Tap & Die Corp. 
Greenlee Tool Co. 
Griffin Mfg. Co. 


Hanson Scale Co. 
Blawhine O6., TRO 2. oscccess 
Heller & Co., W. C. 
Hleller Bros, Co. 
Hoppe, Inc., Frank A. 
Horton Manufacturing Co. 
Hotel Benjamin Franklin ...... 


Housefurnishing Mfrs. Assoc. of 
BMMOTTAR cece ccccicccvccsccs 


Hueneteld Co. 


Independent Lock Co. 
Indestro Mfg. Corp. 
Indiana Steel & Wire Co. 
Ingersoll Steel & Dise Div., 
Warner Corp. 
Iron Glue Div., McCormick Sales 
}) ee i ee ee 
Irwin Auger Bit Co., The ...... 


J 
Jennings Mfg. Co., The Russell. . 
Justrite Mfg. Co. .....-..-0+6: 
K 
Keene Machine Co., O. 8S. .....-.- 


Keil & Sons, Inc., Francis n 
Kelly Axe & Tool Works of 

American Fork & Hoe Co. ... 
Kelvinator Div., Nash-Kelvina- 

tor COrp. ...cccccecesercccs 
Keuffel & Esser Co. 
Keystone Steel & Wire ......... 
Klein & Sons, M. 
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84 
67 


99 


71 
90 
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L 
Lamson & Sessions Co. 
Landers, Frary & Clark ........ 
Laughlin Co., Thomas ......... 


Leonard Div.. Nash-Kelvinator 
Corp. 


ie “od Schlueter Floor Machine 


ea le Hdwe. Mfg. Co. 
Lufkin Rule Co., The .......... 


M 


McCormick Sales Co, 
po 2 a ee ee 
McLaughlin, Gormley, King Co. 
Marble Arms & Mfg. Co. 
Master Products Co., The ...... 
Mayhew Steel Products, Inc. 
Merchandise Mart, The ........ 
Metal Sponge Sales Corp. ...... 
Mid-States Steel & Wire Co. 
Miller, Inc., Robert E. 
Moore Enameling & Mfg. Co. 
eee Te Tee CR. 26 ccccsvcss 
Marphy’s Gene Co., BR. ..cccccce 
Murray-Ohio Mfg. Co., The ..... 
Myers & Bros. Co., The F. E. 


N 


Nash-Kelvinator Corp. ....6-7, 10- 


National Housefurnishing Mfrs. 
P| PEP eer rr Te CTT 


National Mfg. Co. 
National Pressure Cooker Co. ... 
National Screw & Mfg. Co., The 
OU ee GA cove ccccns ne 
Northwestern Steel & Wire Co... 
Norton 


Abrasives 


Oliver Iron & Steel Corp. ...... 
Gebers Mie. Os.. THE ..ccscees 


Bert L., Personnel Coun- 


Parsons, 
selor 


Pecora Paint Co. 

Perfection Stove Co. 

Pittsburgh Plate 
(Pennvernon Diy.) 


Pittsburgh Plate 
(Store Fronts) 


PittsVurgh Steel Co. 
Plymouth Rubber Co. 
Precision Engineering Co. 
Premax Products 
Porcelain Products, Inc. 
Progressive Mfg. Co., The ...... 
Puritan Cordage Mills ......... 


Qa 
Quinn Wire & Iron Works ...... 


R 


Raybestos-Manhattan, Inc. 
bestos Div.) 
Ray-O-Vac Co. 
Raysteel Specialties, Inc. 
Reading Hardware Corp. 
Red Arrow Div., McCormick 
BeeG GR. cccccercnccscecese 
Remington-Rand, Inc. 
Republic Steel Corporation (Up- 
son Nut Div.) 
Republic Steel Corporation (Wire 
Division) 
Revere Copper & Brass 
tome Mfg. Div. 
Reynolds Wire Co. 


Corp., 
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Rich Ladder & Mfg. Co., The... 
Rixson, Oscar C., & Co. 
Robertson, Arthur R. 
Rochester Sash Balance Co., Inc. 
Rogers Isinglass & Glue Co. 


Rome Mfg. Div., Revere Copper 
& Benes Gems cc cccvesescccs 


Ruby Chemical Co. 
Ryerson & Son, Ine., Jos. T. 


- Ss 

Samson Cordage Works ........ 
Sand's Level & Tool Co. ....... 
Sandvik Saw & Tool Corp. ..... 
Schecht Rubber Mfg. Co. ...... 
Schaefer Brush Mfg. Co. ...... 
Sebastes Mie. CO. ciccccccccccss 
Schlueter Mfg. Co. ...........:; 
Sentinel Radio Corp. .......-. 
Shapleigh Hardware Co. ....... 


Sheffield Bronze Powder & Stencil 
Co., Ine, 
Sherman Mfg. Co., H. B. 
Sherwin-Williams Co., The ..... 
Signal Electric Mfg. Co. 
Simplex Mfg. Co. 
Smith, Inec., Landon P. ........ 
Smith & Son, Inec., Seymour 
Speedway Mfg. Co. 
Standard Electric Mfg. 
Standard Fence Co. 
Stanley Rule & Level Plant .... 
Staniog Werks, THe ...cccccees 
Star Heel Plate Co. 
Starline, Inc. 
Stearns & Co., E. C. 
Stensgaard & Asso., Inc., W. L. 
Sterling Bolt Co. 
Stewart Mfg. Corp., F. w. 


Corp. 


T 


Taylor Instrument Cos. 
Tennessee Coal, Iron & Railroad 
Tip-Top Products Co. 
Tobacco By-Products & Chemical 
SS 60:66:50 00 60.408: 806:0 KOs 
Townsend Lawn Mower Co. 
Toro Mfg. Co. 
Triplewear 
Triplex Screw Co., The ........ 
—. Day & Woolworth Handle 


Union Fork & Hoe Co., The .... 

Union Hardware Co. 

U —_ States Rubber Products, 
In 


U. . Steel Corp. 
United Stove Co. 
Utica Drop Forge & 


Tool Corp... 


Vv 
Vaughan Novelty Mfg. Co., Inc. 


Vichek Tool Co., The .......... 
Vonnegut Hardware Co. 


w 


Wall Rope Works, Inc. 
Ward Mfg. Co 
Washburn Co., The ..........-- 
Wickwire Brothers ...........- 
Winchester Repeating Arms Co... 
Wood Shovel & Tool Co. 
Woodruff & Sons, F. H. 
Wooster Brush Co. 
Wright Steel & Wire Co., G. F. 


Y 
Yale & Towne Mfg. Co., The ... 


69 


79 
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HARDWARE 


AGE 














CONDENSED HARDWARE 


To make your annual inventory taking an 
easier, surer Job, we asked 1,000 leading retail 
1 hardware dealers to help us design a new 
<2 HARDWARE AGE Inventory Record Sheet. 


" From the many suggestions we received, a 
new sheet was designed—in a new size and form 
to sell at a new low price—200 sheets for only 
7 $1, plus 25c mailing charge. As these sheets are 
6 printed on both sides of good white bond paper, 
; this means you really get 400 pages of inventory 
0 record sheets. Each page has room for 28 items. 
Your $1.25 investment provides inventory space 
for 11,120 items. 


During the past years, thousands of retail hard- 
- ware dealers and wholesalers have used mil- 
‘ lions of HARDWARE AGE Inventory Sheets be- 
cause they found them simple, convenient and 
handy to use. This new form is the best ever— 


HARDWARE AGE 
; 239 West 39th Street. New York, N. Y. 



























































Actual size of sheets 9% by 12 inches 
over all; writing area 8, x I1% 
inches. Sheets printed on both sides, 
of good white bond paper, with 28 entry 
lines on each side. Price $1.00 for 200 
sheets (400 pages) plus 25¢ mailing 
charge. 


Simplify Your Stock Taking with the WHITE 


AGE INVENTORY FORM 


it’s even more simple, more convenient and 
easier to use. Our entire effort was directed to- 
ward making your annual inventory taking an 
easier and surer undertaking. 


These new HARDWARE AGE Inventory Sheets 
will fit the HARDWARE AGE Inventory Sheet 
Binders which are used by thousands of dealers 
who reorder their HARDWARE AGE Inventory 


Sheets year in and year out. 


Due to the exceptional low price at which 
these sheets are sold and which applies to the 
United States and its possessions only, please 
have your money order or check accompany 
your order. Use the coupon below to order 
your supply today and make your inventory 
taking this year easier and surer with these 
sheets. 


secnaccnacncncnccccccccscaccnnes USE THIS COUPON ...cnccccnccccccccccencsecsene- 


3 Gentlemen: 

Mess te my G..... 22... Please send me.......... hundred white HARDWARE AGE Inventory Sheets (200 for $1.00. plue 
85c mailing charge). Also send me.......... Binders (50c each). Send these to me by return mail. 

de BER a ee Ae a Sa See Ree PE MrT CTC corre errr FIRM NAME 
ADDRESS CITY STATE 





DECEMBER 15, 1938 








AIRMOISTENERS—NEEDED EVERYWHERE NOW 


Practically everyone recognizes the need for sufficient humidity 
indoors for health, comfort and economy. 

Inexpensive FULTON Aijrmoisteners tap 
this great volume market. Every home, 
hall, building, everywhere radiators pro- 
duce heat, is a prospect for several 
FULTON Airmoisteners. 












Ask us about 
the publicity 
drive back of 
these _ inex- 
pensive, vol- 
ume - sales 
products. 


Inexpensive — FULTON 
Humidifiers, a complete line of 
moisteners, for warm air registers. 


PATENT NOVELTY COMPANY 








305 om Avenue Fulton, Illinois 
New Yor Chicago Denver San Francisco 
1150 Custoey 192 N. Clark St. 1518 Arapahoe 1128 Mission St. 








Moulded RUBBER GOODS & Specialties 








PLAIN AND MUSHROOM BUMPERS 
RUBBER HEAD NAILS e@ TOILET SEAT BUMPERS 
CHAIR TIPS @ CRUTCH TIPS @ SUCTION RUBBERS 


SEND FOR CATALOG OF COMPLETE LINE 


The ELASTIC TIP Co. 


ATLANTIC AVE: BOSTON:MASS 


(4S, TORCHES 


KNOWN 
EVERYWHERE 


No. 800 — Low Priced, Pump Filler, 
Polished Brass Finish. 


Ne. 600A — Bottom Filler, T Handle 
Lock Down Pump, Polished Brass Finish. 


Ne. 158A—Chrome Plated Tank and 
Pump, Full Skirted Windshield. 


CLAYTON &@ LAMBERT Mc. Co. 


DETROIT, MICHIGAN 


Genui"° DOMES of SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 


30c SET-10c SET-10c SET SAVE FURNITURE 
FLOORS-CREATE QUIET 


Demes of Silence 
genuine Glide 




















Domes of Silence 
Rubber Cushion Glides 


Ask your Jobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pear! St.. N.Y. C. 
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: SAND’S LEVELS 


—TELL THE TRUTH— 


— oe oO.) 


WORLD'S STANDARD FOR 43 YEARS 
“Factory Built-In Accuracy” 


MASONS’ WOOD AND ALUMINUM 
CARPENTERS’ WOOD AND ALUMINUM 
TILE SETTERS’ WOOD AND ALUMINUM 
SAND’S-STEVENS SURFACE AND LINE 


Write for Catalog 


SANDS LeveL & TOOL COMPANY « . 


8631 Gratiot Ave. DETROIT, MICH. ® 
eecce 
































Balanced FQR SALES 
Balanced FOR PROFITS 


This balanced assortment from 
“The Tool Box of the World”’ gives 
you 12 Stanley Nail Hammers 
. . every one a fast seller. 


9 » [STANLEY ] 


TRADE MARK 


Order From Y our Jobber 


STANLEY TOOLS 


New Britain, Conn. 




























HARDWARE AGE 




















“.. AND REPEAT OUR LAST 
ORDER ON NUCUT FILES” 


NUCUT IS A GOOD FILE TO 


Kenge yoo Cones SO 


These days, to satisfy fussy buyers, the files you stock must have more 
than just sharp teeth and nice balance. Files must be able to remove more 
metal in less time with less effort. Cut faster, cut cleaner, cut better. Last 
longer — never wilt under tough going. 

HELLER NUCUT is that kind of a file. So much so that 
your customer will come to you with re-orders. And 
as long as NucUT “comes through” for him, he will 
continue to “come through” for you. That is what makes 
selling NUCUT so worthwhile. 

Investigate the HELLER NUCUT protective sales 


policy. Opportunities for a greater file business in 





your territory are waiting for you. A letter brings 
complete details. 


HELLER BROTHERS COMPANY, NEWARK. N. J. "is"** *t Newark. N. J. 


Newcomerstown, Ohio 

























SELL 
THE FILE 
with the 

WHITE TANG 





HELLER NUCUT "WAVY TEETH” FILES 


PROTECTED B 


DECEMBER 15, 1938 


PAT NO 


2,027 .¢ 


19 



























MODERN FARMING 
REQUIRES 


TALK TO THE FARMERS in your com. 
munity. Let them know your store is head. 
quarters for U-S-S American Fence, Posts 
and Barbed Wire. Tell them that you sell 
permanent fence--the kind that’s free from 
) worry, that they can put up once and forget 


about--for American Fence will give them 
trouble-free protection for a lifetime. 


PUT ON A VIGOROUS direct mail cam- 
paign to the farmers. Or advertise in the 
local papers. We'll supply electros free. 
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& POST 


KEEP AMERICAN FENCE out in front. It 
pays to display. We'll furnish free, attractive 
metal signs that will help you sell more fence. 


How you can get a share ninco 
of this New Business 


6 Revs: \Y farmers are changing their that sales are easier to make. Farmers 


methods. They are rotating crops, everywhere know this famous long-life 














raising more hogs, grazing more cattle, fence. It’s an old stand-by. They know its 
practicing selective breeding. This means _ rust-resisting qualities, its flexibility, its 
the use of more fence—woven wire fence. strength to resist the pressure of livestock. 
Also steel posts and barbed wire. And Stock and display U-S-S American 
those farmers with old, broken-down fences Fence, Posts and. Barbed Wire. Tell your 
must replace them if they are to make customers about them. Advertise that you 
money with their farms. carry them. Don’t sit by and let business 
Yes, there’s plenty of fence business for — go to a distant city or a more active com- py bn ay aa ee ee ee 
the dealer who goes after it. And those who _ petitor. You'll please your customers, and it a cg pg Ag tage 
sell U-S-S American Fence and Posts find — you'll build your profits, too. 


U-S°S AMERICAN FENCE and POSTS 


AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 
COLUMBIA STEEL COMPANY, San Francisco 
TENNESSEE COAL, IRON & RAILROAD COMPANY, Birmingham 


United States Steel Products Company, New York, Export Distributors 


UNITED STATES STEEL 


—— Se -_ -s “ - _ ‘ 
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